


A Quote from
Secretary William M. Daley

“While minority-owned firms are growing at
double the rate of all firms in the country,
they are exporting at half the rate of all U.S.
businesses. The U.S. Department of
Commerce is committed to working hard to
ensure that minority-owned firms are
prepared to take full advantage of the wealth
of opportunities in the global economy.”

Secretary William M. Daley
U.S. Department of Commerce

U.S. Department of Commerce -






Preface

Preface

Dear Reader:

Historians will look back on the 1990s as the
decade of globalization. Globalization is
inevitable and irreversible. Increasingly, minority
firms, like all other firms, are being compelled to
conduct business outside their own borders. As
markets are mutating with frightening speed,
allowing billions of dollars to be moved with the click of a key, it is imperative
for minority-owned businesses-to capitalize on the opportunities globalization
presents. To embrace globalization is to embrace the Internet, as the Internet is
one of the keys of globalization. Any discussion of exporting must therefore
take advantage of the resources and opportunities that are available through the
Internet and E-commerce.

This guide for minority exporters is distinguished from other exporting guides
by its emphasis on the use of electronic resources, both in the research process
and as a tool for penetrating foreign markets. Consistent with the mission of the
Minority Business Development Agency (MBDA) to foster the development
and growth of minority businesses, this publication is intended to foster
minority business export growth. MBDA designed this publication as a roadmap
for navigating the maze of electronic resources that are available to assist firms
in the exporting process. This guide is one of the first of its kind as a resource
that is fully integrated with the latest electronic resources. It will be available in
electronic form at MBDA'’s website (http://www.MBDA.gov), thereby allowing
minority firms to “click” on key information to be fully informed about the
latest resources available to assist them in going global.

Our goal is that this publication will contribute toward enabling all interested
and able minority-owned firms to fully participate in the remarkable ongoing
globalization process. It is underscored, however, that the information in this
guide will not guarantee success in exporting, nor is it intended to substitute for
independently obtained individual legal counsel. Firms are encouraged to seek
the advice of counsel and to use this guide merely as a reference to resources
for assistance.

Ok &

Courtland Cox
Director
MBDA
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The Export Imperative

... You can no longer rely on your home market because your
home market is now an export market for everybody else!

heightened attention to the export challenge and spawned a growing

array of export assistance services designed to help even the smallest
businesses become global competitors. Some of these initiatives are new and
untested; others are well established. There are so many initiatives it is difficult
to navigate through the maze of them to get to what is needed. The Minority
Exporters: A Resource Guide *99 is a navigational tool to help minority firms
identify different resources for different needs. It anticipates some of the critical
questions minority-owned firms have about the export process, regardless of
their overall development, and provides a comprehensive reference guide of
sources of information and assistance for firms.

ﬁ ggressive internationalization and the globalization of markets have

How This Book Is Organized

There are six chapters in this book. Each chapter presents questions and
answers about the export process. Reference materials are included that provide
the best answers to the listed questions. Instead of attempting to provide static
answers to the export questions of today, this book foresees that nothing in the
new millennium will remain the same for very long. Therefore, this book is
distinguished from other “export how to” books because it is a tool for
navigating through the ever-changing landscape of information and resources. It
shows the reader where to look for answers to questions and explains how the
various public and private sector providers of export services and programs are
woven into a complex mosaic of assistance. While answering important
questions, this book delves deeper to demonstrate how to conduct the research
that is required to succeed in exporting.
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Chapter One: The Enabling Environment for Exporters. This chapter focuses
on six questions that are typically raised by new-to-the-market firms about
exporting. They are:

= Why does exporting matter?

= What is the U.S.A. doing to compete for export markets?
= Why do firms engage in exporting?

= What assistance is available to lower entry costs?

= Who are some of the players in the export arena? and

= How do firms determine if they are ready to export?

The answers to these questions give provide a basic understanding of the export
environment and will further introduce minority firms to the resources that are
available to help them go global.

Chapter Two: Ways of Entering the Export Arena. This chapter focuses on
making a distinction between the market entry research that is needed by
different categories of exporters. Attention focuses on the differences between
the research needs of indirect exporters, service exporters, and direct exporters.
Key initial market research steps are outlined based on how a firm enters into
exporting.

Chapter Three: Export Planning Insights for Export Market Entry. This
chapter shows readers how to integrate the market research discussed in the
previous chapters into the export planning process by focusing attention on the
ten most common mistakes and discussing strategies to help firms avoid these
common mistakes.

Chapter Four: Export Operations. This chapter examines the details and
mechanics of export operations, providing guidance on such operational
processes as obtaining export licenses, pricing, quotations, and terms, methods
of payment, financing, insurance, and shipping.

Chapter Five: “Hot” Export-Related Issues. This chapter provides a detailed
discussion of “hot” export topics, including Intellectual Property Rights (IPR),
standards, international, regional, and bilateral agreements, Free Trade Zones,
and other topics.

Chapter Six: Electronic Commerce and Exporting. This chapter focuses on
making the connection between the globalization process and the Internet. It
provides a step-by-step explanation of E-Commerce and demonstrates its
applications for going global.
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matter?

S

Chapter 1: The Enabling Environment for Exporters

Chapter One
The Enabling Environment
for Exporters

matters to the national economy as a whole. For this reason, the federal

government, state and local governments, and other public and private
organizations annually devote billions of dollars each year to encourage
exporting among firms of all sizes and in all sectors. The purpose of this chapter
is to encourage minority firms to take greater advantage of this wealth of
resources in order to lower their costs and risks of entering the export arena. Six
basic questions are answered in this chapter to encourage greater exporting
among minority firms.

Exporting matters! It matters to firms that profit from exporting and it also

What is the Why do firms What Who are some How do I
USA doing to engage in assistance is of the players know if my
compete for exporting? available to in the export firm is export-

export

lower entry game? ready?

markets? costs?

Why does exporting matter?

In 1960, total world exports amounted to $629 billion. By 1995, they had
risen to more than $5 trillion. Why does exporting matter — it'’s simple: it is
about money, jobs, and raising standards of living!

$670,246 (millions)
Total value of U.S. exports (1998) of which

= Capital goods $299,612
= [ndustrial supplies $148,266
= Consumer goods 879,261
= Autos, vehicles, parts, engines 8 73,157
= Food, feeds, beverages $ 46,397
= Other $ 35,444
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The bottom line is that every country, no matter how big or small, wants a
portion of the export market. International competitiveness of the firm and the
country from which it exports determines who wins and loses in the race for
export markets. The factors that influence international competitiveness include:

= Macroeconomic dynamism — which is concerned with the growth rates of
nations and with monetary and fiscal policies that influence the quantity
and quality of labor, capital, and technology.

» Financial dynamism — which is concerned with the level of a countrys
international reserves and the amount of imports their reserves can finance
over a given period of months.

s Market dynamism — which is concerned with the extent to which market
conditions support technological development and competition.

u Infrastructure dynamism — which is concerned with competitive
advantage of physical infrastructure (roads, rail, air, telecommunications,
power, etc.) and of institutional infrastructure. The latter includes
institutions that support the development and diffusion of technology,
information, risk-taking, export promotion and other factors that help firms
compete.

= Human resources dynamism — which is concerned with the competitive
advantage of the skills, motivation, flexibility, age, and health of a nation's
workforce.

= Firm level dynamism — which is concerned with competitive advantage in
labor productivity, quality control, and technological development.

What is the U.S.A. doing to compete for exports?

The relationship between economic growth and exports has become increasingly
important. As export growth has accounted for an increasingly significant
portion of our overall economic growth, the U.S. has intensified its efforts to
promote exports. In 1993, the U.S. crafted its first comprehensive “National
Export Strategy” that examined the export promotion programs of 19 federal
agencies that administered more than 100 export promotion programs. The
purpose of the strategy was to provide a strategic framework and coordinated
approach for increasing U.S. exports. In order to create the strategic framework
and to promote coordination among federal government agencies, the U.S.
Congress established the Trade Promotion Coordinating Committee (TPCC) and
charged it with working together with the 19 federal agencies to develop a
strategy for:
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= [ncreasing the dollar volume of exports;
= [ncreasing the number of export-related jobs;
= [ncreasing the number of firms exporting;

= Promoting the spillover benefits to other sectors from increased export
activity, and

= Promoting the technological advantage for the U.S. from exporting.

Agency-specific recommendations were developed and implemented to achieve
these goals. Since the first National Export Strategy was formulated, U.S.
exports have continued to increase — but so has the competition. In order to
counter the competition for export markets, the U.S. has remained committed to
its export promotion activities. Consistent with the goal of promoting exports,
William Daley, the current Secretary of Commerce, is conducting a National
Trade Education Tour to explain to Americans how trade benefits America.

The bottom line of the message is that international trade is a major driving
force in the American economy which creates jobs and wealth and which
accounts for a significant percentage of our economic growth.

I Why do firms engage in exporting?

There are many reasons why firms engage in exporting. Among them are:
= To increase overall sales volume
= To enlarge the sales base to spread out fixed costs
= To use excess production capacity
= To compensate for seasonal fluctuations in domestic sales
= To find new markets for products with declining U.S. sales
= To exploit existing advantages in untapped markets
= To take advantage of high-volume foreign purchases
= To learn about technical methods used abroad
= To follow domestic competitors who are selling internationally
= To acquire knowledge about international competition
= To test opportunities for overseas licensing or production
= To contribute to the company’s general expansion

= To improve overall return on investment

U.S. Department of Commerce
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But if the question is what is the strongest motivation to export, the answer is to
increase profits! Because profit expectations differ across firms for various
reasons, there will always be some firms that view exporting as highly lucrative,
some that view it as being extremely unprofitable, while the views of others will
fall somewhere in between.

The bottom line is if firms expect exporting profits to be large enough to cover
their start-up costs, they will likely enter the export game. Factors that influence
the estimates which firms make about start-up costs include:

= Market research: firms factor in the start-up costs associated with
undertaking market research to identify buyers, to research foreign prices,
to select markets, to adapt to standard and testing requirements, and to
obtain legal advice and assistance.

» Product development: while most new-to-export firms may tend to initiate
exporting by selling existing products, some may also factor in the cost of
adapting existing products.

= Distribution: firms also typically factor in the cost of hiring third parties
such as agents and distributors to handle distribution.

= Learning Curve: firms also factor in the costs of learning about such
export operations as international customs clearance, documentation,
financing, and other operational issues.

What assistance is available to lower entry costs?

Firms interested in exporting can obtain assistance from six principal sources:
= Federal government
= State governments
u Colleges & universities
= Embassies

= Private Sector

Federal Government Resources for Export Promotion

The bottom line is the U.S. government is spending almost $3 billion a year to help
U.S. firms export. Firms can lower their cost of entering the export market by using
the programs and services of federal government agencies. These programs provide
information, technical assistance, financing, advocacy, procurement opportunities,
and policies to support U.S. exporters. The budget allocated for selected export
promotion functions of the principal agencies involved in export promotion is shown
in Table 1.
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Table 1: (15 TPCC Agencies) Expenditures by Classification, FY 98

Principal Export Functions Agencies FY 98 Budget
1. FINANCE Agriculture, Transportation
EXIM, OPIC, SBA $206,503,000
2. INSURANCE Agriculture
EXIM Bank
OPIC $327,676,000
3. COUNSELING Commerce
SBA $122,782,000
4. INFORMATION Agriculture, Commerce
Energy, SBA, USIA $101,998,000
5. TRADE EVENTS Agriculture, Commerce,
Energy $27,729,000
6. DEVELOPING
FOREIGN MARKETS Agriculture, Energy,
FOR U.S. GOODS Commerce, USAID $550,511,000
7. FEASIBILITY
STUDIES TDA $56,187,000
8. COMBATING FOREIGN Agriculture, Transportation
EXPORT SUBSIDIES EXIM Bank $840,186,000
9. CHALLENGING UNFAIR Commerce, Labor, State,
TRADE PRACTICES Treasury, USTR $26,113,000
10. MULTI AND Agriculture, Commerce,
BILATERAL Labor, State, Transportation,
NEGOTIATIONS Treasury, USTR $275,997,000
11. ADVOCACY Commerce, Energy, State $30,620,000

Source: National Export Strategy, 1998

= Overview: Of the TPCC’s 19 members, 15 have programs of assistance
for exporters while four have only oversight functions. Of the 15
programmatic agencies — USDA, Commerce, and the EXIM Bank — have
historically represented more than 90 percent of federal spending on export
promotion. In order to learn more about the export promotion activities of
federal government agencies and how they can lower the cost of doing
international business for firms, check out the National Export Strategy for
1998. A brief description of 10 of the principal federal government agencies
involved in promoting exports follows.
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The U.S. Department of Commerce (DOC)
Principal Website: http://www.ita.doc.gov

Principal Export Functions: 3, 4, 5, 6,9, 10, 11

The U.S. Department of Commerce (DOC) is at the center of the federal
government’s efforts to promote exports. The Secretary of Commerce chairs the
TPCC, the interagency group that, since 1992, has been required by statute to
develop a government-wide strategy for rationalizing the federal government’s
nearly $3 billion in federal export programs. These programs include efforts to
provide export financing, export-related information such as market research
and trade leads, export facilitation services such as business counseling, and
other support services such as trade missions and advocacy on behalf of U.S.
exporters. A comprehensive listing of the DOC’s program is provided on its
website (http://www.doc.gov). For those using the web version of this guide,
click on any of these program titles to learn more about the details of each
program. For those readers using the text version of this book, an overview of
some of the most popular Commerce programs follows the list of titles.

= Advocacy Center

= American Business Centers in the Newly Independent States

= Agent/Distributor Service

= Americas (Office of the)

= Asia Business Center

= Basic Guide to Exporting

= Bosnia/Balkan Reconstruction Hotline

= Bureau of Export Administration

= Business America

= Business Information Center for Northern Ireland

= Business Information Services for the Newly Independent States (BISNIS)
= Central and Eastern European Business Information Center (CEEBIC)
= Central and Eastern European Commercial Update

= Commercial Centers

= Commercial Service, The U.S. and Foreign

= Commercial Service International Contacts

u Commercial News USA

= Consortia of American Businesses in the Newly Independent States (CABNIS)
= Country Directories of International Contacts

= Customized Market Analysis

= Destination Japan

= District Export Councils

» Eastern Europe Business Bulletin

» Eastern Europe Looks for Partners

= Economic Bulletin Board (EBB)

n U.S. Department of Commerce
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= European Union Hotline, NIST

= Export Assistance Center Network

= Export License Application and Information Network (ELAIN)
= Export Licensing Voice Information System (ELVIS)
= Export Promotion Calendar

= Export Promotion Coordination (Office of)

= Export Trade Certificate of Review

= Export Trading Company Affairs (Office of)

m Export Yellow Pages

s GATT

= GLOBUS

= Gold Key Service

= Infrastructure Division

= Inspection Certification Services for Seafood Exports
= International Buyer Program

= [nternational Company Profile

= International Data Base

= International Economic Policy Country Desk Officers
= International Programs Center

= International Trade Administration (ITA)

= Japan Export Information Center

= Japanese United Aid Program

= Latin America and Caribbean (Office of)

= Market Development Cooperator Program

= Matchmaker Trade Delegations

= Metric Program

= Middle East and North Africa (Office of)

= Multi-State/Catalog Exhibition Program

= Multilateral Affairs (Office of)

= Multilateral Development Bank Operations

= National Institute of Standards and Technology

= National Marine Fisheries Service

= National Technical Information Service

= National Trade Data Bank (NTDB)

= Near East, Africa and South Asia (Office of)

= Native Investment & Trade Association (NITA)

= North Africa (Office of the Middle East and)

= North American Free Trade Agreement (NAFTA)
= Northern Ireland, Business Information Center for
= Product Literature Centers

= Reverse Trade Missions

= Single Internal Market 1992 Information Service
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= STAT-USA/Fax

= STAT-USA/Internet

= State of the Nation

= System for Tracking Export License Application
= Trade and Economic Analysis (Office of)
= Trade Development Industry Officers

= Trade Fairs and Exhibitions

= Trade Fair Certification

= Trade Information Center

= Trade Missions

= Trade Opportunities Program

= Uruguay Round Hotline (GATT)

= U.S. and Foreign Commercial Service
= U.S. Commercial Center Jakarta

= U.S. Commercial Center Sao Paulo

= U.S. Commercial Center Shanghai

= WTO/GATT Hotline, NIST

Resources for Export Counseling

= Export Assistance Centers (EACs) — The Office of Domestic Operations
of the U.S. Department of Commerce operates the Export Assistance Center
Network with 19 U.S. Export Assistance Centers (USEACs) connecting 100
Export Assistant Centers (EACs) in a “hub and spoke” network. The
mission of the EAC network is to deliver a comprehensive array of export
counseling and trade finance services to U.S. firms, particularly small and
medium-sized enterprises. As client-driven, bottom-line oriented offices that
integrate the export marketing know-how of the DOC with the trade finance
expertise of the Small Business Administration (SBA) and Export-Import
Bank, EACs have the look and feel of private sector export consulting
firms. They have gone beyond being simply a federal partnership by
incorporating the resources of state and local export promotion
organizations. EAC trade specialists help U.S. businesses identify the best
markets for their products, develop market entry strategies, identify and
assess distribution channels, understand export operations, access trade
finance. Trade specialists are mobile, equipped with laptops, modems, and
cell phones that allow them to deliver export services at the client’s place of
business wherever and whenever is most convenient for the client.

Resources for Locating Market Research

The resources identified below can be accessed through the U.S. Department of
Commerce’s Commercial Service, and through the Export Assistance Centers
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(EACs) which are operated by the Commercial Service. The Commercial
Service is a global network that is strategically located in more than 220 cities
worldwide to assist U.S. exporters. Overseas, the Commercial Service is present
in 78 countries, which represent more than 95 percent of the world market for
U.S. exports.

= National Trade Data Bank (NTDB) — Provides a “one-stop” source of
international trade data collected by federal agencies. The NTDB contains
more than 190,000 trade-related documents, including market research
reports, trade leads, trade contacts, statistical information, country reports,
and much more. It is available at federal depository libraries, can be
purchased on CD-ROM, or can be accessed through the Internet at STAT-
USA’s World Wide Website (http://www.stat-usa.gov). Call 1(800) STAT-
USA to order or for more information.

= Economic Bulletin Board (EBB)- Provides on-line trade leads time-
sensitive market information, and the latest statistical releases from a variety
of federal agencies. To subscribe, call 1(800) STAT-USA, or try the
Economic Bulletin Board as a guest user by dialing (202) 482-3870 with
your personal computer and modem.

= Industry Sector Analysis (ISA) — Provides a structured market research
reports produced on location in leading overseas markets. Reports cover
market size and outlook, characteristics, and competitive and end-user
analysis for a selected industry sector in a particular country. Industry
Sector Analyses are available on the National Trade Data Bank and the
Economic Bulletin Board.

= International Market Insights (IMI) — Provides short profiles of specific
foreign market conditions or opportunities prepared in overseas markets and
at multilateral development banks. These non-formatted reports include
information on dynamic sectors of a particular country. International Market
Insights are available on the National Trade Data Bank and the Economic
Bulletin Board.

Resources for Pinpointing Your Export Prospects

= Customized Market Analysis (CMA) — Provides market research made
to order. A Customized Market Analysis report assesses the market for a
specific product or service in a foreign market. The research provides
information on sales potential, competitors, distribution channels, pricing of
comparable products, potential buyers, marketing venues, quotas, duties and
regulations, and licensing or joint venture opportunities.

= Trade Opportunity Program (TOP) — Provides timely sales leads from
international firms seeking to buy or represent U.S. products or services.
Trade Opportunity Program leads are printed daily in leading commercial
newspapers and distributed electronically via the Department of Commerce
Economic Bulletin Board.
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= Agent/Distributor Service (ADS) — Provides customized overseas search
for qualified agents, distributors, and representatives for U.S. firms. For
each Agent/Distributor Service, DOC commercial officers abroad identify
up to six foreign prospects that have examined the U.S. firms’ product
literature and expressed interest in representing the U.S. firm’s products.

= International Company Profile (ICP) — Portrays the reliability of
prospective trading partners. Information provided in an International
Company Profile includes type of organization, year established, size,
general reputation, territory covered, sales, product lines, principal owners,
financial information, and trade references, with recommendations from on-
site commercial officers as to suitability as a trading partner.

= Country Directories of International Contacts (CDIC) — Provides the
name and contact information for directories of importers, agents, trade
associations, government agencies, etc., on a country-by-country basis.
Available on the National Trade Data Bank site.

Resources for Promoting Your Products and Services Abroad

= Commercial News USA — An export marketing magazine promoting U.S.
products and services worldwide. Disseminated in print to screened agents,
distributors, buyers, and end-users, and on-line to electronic bulletin board
subscribers. Selected portions of Commercial News USA are reprinted in
business newsletters in several countries.

= Gold Key Service — A custom-tailored service that combines orientation
briefings, market research, appointments with potential partners, interpreter
service for meetings, and assistance in developing follow-up strategies.
Gold Key Service is offered by the Commercial Service in export markets
around the world.

= Matchmaker Trade Delegations — “Matches” U.S. firms with
prospective agents, distributors, and joint venture or licensing partners
abroad. For each Matchmaker, the Commercial Service staff evaluates the
U.S. firm’s products and services, marketing potential, finds and screens
contacts, and handles all event logistics. U.S. firms visit the designated
countries with the delegation and, in each country, receive a schedule of
business meetings and in-depth market and finance briefings.

= International Buyer Program (IBP) — Supports selected leading U.S.
trade shows in industries with high export potential. DOC offices abroad
recruit foreign buyers and distributors to attend the U.S. shows while
program staff help exhibiting firms make contact with international visitors
at the show. The International Buyer Program achieves direct export sales
and international representation for interested U.S. exhibitors.
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= Multi-State/Catalog Exhibitions — Showcases U.S. company product
literature in fast growing markets within a geographic region. During Multi-
State/Catalog Exhibitions, DOC staff and representatives from state
development agencies present product literature to hundreds of interested
business prospects abroad and send the trade leads directly to participants.

= Trade Fair Certification — Supports major international industry trade
shows providing high-profile promotion of U.S. products. Trade Fair
Certification encourages private organizers to recruit new-to-market, new-
to-export U.S. exhibitors; to maintain DOC standards for events; and to
provide services ranging from advance promotion to on-site assistance for
U.S. exhibitors.

Resources for General Export Counseling

= International Trade Administration (ITA) — ITA is dedicated to opening
markets for U.S. products and providing assistance and information to
exporters. ITA units include: 1) 104 domestic Export Assistance Centers and
141 overseas commercial export-focused offices in the U.S. & Foreign
Commercial Service network, 2) industry experts and market and economic
analysts in its Trade Development unit, and 3) trade compliance and market
access experts in its Market Access and Compliance offices. The units
perform analyses, promote products, and offer services and programs for the
U.S. exporting community, including export promotion, counseling, and
information programs listed elsewhere in this booklet
(http://www.ita.doc.gov).

= Trade Information Center (TIC) — The TIC is the first stop for
companies seeking export assistance from the federal government. TIC
trade specialists: 1) advise exporters on how to find and use government
programs; 2) guide businesses through the export process; 3) provide
country and regional business counseling on standards and trade regulations,
distribution channels, opportunities and best prospects for U.S. companies,
import tariffs/taxes, customs procedures, and common commercial
difficulties; 4) direct businesses to market research and trade leads; 5)
provide information on overseas and domestic trade events and activities;
and 6) supply sources of public and private export financing. The TIC’s
Internet home page is: (http://www.ita.doc.gov/tic).

= The Export Assistance Center Network (USEACs/EACs) — Referred to
above (http://www.ita.doc.gov/uscs/).

= USA Trade Center — U.S. Department of Commerce — Emphasizing
customer service and seamless assistance, the USA Trade Center will bring
together key components of the DOC to serve as a single source for a
complete range of export related products and information. The USA Trade
Center, located in the Ronald Reagan Building at 14th and Pennsylvania
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Avenue in Washington, DC, and the USA Trade Center offers general export
counseling, country-specific information and counseling covering the globe,
access to extensive market research and on-line trade leads, in-depth
counseling for local businesses, an export reference center, and an export
focused bookstore (http://www.ita.doc.gov/tic).

= District Export Councils (DECs) — DECs are organizations of leaders
from local business communities whose knowledge of international business
provides a source of professional advice to the Commercial Service. Closely
affiliated with the EACs, the 55 DECs nationwide combine the energies of
more than 1,500 volunteers to supply specialized expertise to small- and
medium-sized businesses in their local community who are interested in
exporting. DECs organize seminars on a host of international trade topics
including trade finance. They also host international buyer delegations,
design guides to help firms export, put exporters on the Internet, and help
build export assistance partnerships to strengthen the support given to local
businesses interested in exporting. Consult the DEC website at:
(http://wwwi.ita.doc.gov/dec/).

= Minority Business Development Agency (MBDA) — MBDA provides
management and technical assistance, as well as access to domestic and
international markets. MBDA’s mission is to promote the establishment and
growth of minority-owned business enterprises in the U.S.; consequently, it
is constantly seeking to create new and innovative ways to engage U.S.
minority firms in the international business arena. MBDA assists minority
firms in gaining international access in many ways, including: trade
missions, matchmaker programs, one-on-one client counseling, seminars,
and special international program events (http://www.mbda.gov/). (Click on
Virtual Centers, and select International Trade Center).

Resources for Industry-Specific Export Counseling

= Trade Development (TD) Industry Officers of the U.S. Department of
Commerce — TD delivers industry analysis and trade policy support to
promote the interests of U.S. exporters. They work directly with individual
U.S. firms and industry associations to identify overseas trade opportunities
and obstacles by product or service, industry sector, and market. To assist
U.S. businesses in their export efforts, TD’s industry and international trade
experts conduct executive trade missions, trade fairs, product literature
centers, reverse trade missions, marketing seminars, and business
counseling (http://www.ita.doc.gov/ita_home/itatdhom.html).

= Major Projects Assistance — Project managers for major transportation,
power, industrial, and other infrastructure projects coordinate government
assistance and help U.S. firms to compete for major overseas infrastructure
contracts; identify upcoming projects and develop specific information
about them; monitor worldwide infrastructure developments; provide one-
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on-one business counseling to contractors, engineers, constructors, and
engineered systems providers; offer guidance on appropriate market
business contacts, contract bidding procedures, and strategies; and maintain
the Global Infrastructure Projects Database, available on the web
(http://www.ita.doc.gov/infrastructure).

= Export Advantage for Textiles and Apparel — The Export Advantage
database, on the Office of Textiles and Apparel (OTEXA) home page,
provides information on regulations, policy, and trade statistics specific to
exporting textile and apparel products. Export Advantage also has
directories listing more than 4,000 overseas buyers and more than 1,500
U.S. suppliers. Contact: (http://otexa.ita.doc.gov).

= National Marine Fisheries Service (NMFS) — The NMFS Inspection
Services Division (ISD) consumer safety officers and trade specialists offer
a range of services to assist U.S. fishing industry businesses engaged in the
exporting of fish and fishery products. Besides inspecting and certifying
products for export, NMFS advises seafood marketers about foreign
regulations and maintains contacts with foreign government regulatory
agencies to resolve sanitary-hygienic issues. Internet home page:
(http://kingfish.ssp.nmfs.gov/).

= Tourism Industries — The Tourism Industries office collects, analyzes,
and distributes market research data on international travel to and from the
U. S. Arrivals to the U.S. are tracked for more than 200 countries, market
profiles are maintained for 20 countries and nine world regions, and in-
depth research is conducted on the largest inbound and outbound travel
markets. In addition, sector-specific information on international travelers is
available, such as use of rental cars, mode of transportation, and type of
lodging. Non-Resident Arrivals data, air traffic data, and survey data on
international travel to and from the U.S. are available and sold through the
Tourism Industries office. Customs reports, data tapes, or data files may be
purchased as well. Information on the data available can be found on the
Tourism Industries website. Internet home page: (http.//tinet.ita.doc.gov).

Resources for Country-Specific Export Counseling

= The Trade Information Center — Provides country and export
information by fax (1-800-872-8723) and provides country-specific
counseling (http://www/ita.doc.gov/tic).

= Business Information Service for the Newly Independent States
(BISNIS) — Serves as the U.S. clearinghouse for business information on
Newly Independent States (NIS) through BISNIS online at:
(http://www.mac.doc.gov/bisnis/bisnis.html).
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= Central and Eastern Europe Business Information Center (CEEBIC)
— Serves as the U.S. clearinghouse for business information on Central and
Eastern European countries online at:
http://www.mac.doc.gov/ceebic/ceebic.html).

= American Business Centers (ABCs) in the NIS — There are five ABCs
located at Commercial Service posts in Vladivostok, St. Petersburg,
Tashkent, Almaty, Kiev, and eight other independently operated ABCs. They
provide such in-country business services as research, counseling,
translation services, and more to help U.S. firms do business in the country.

Other Important Resources and Sources of Data

= Bureau of Export Administration — The Bureau of Export
Administration (BXA) is responsible for controls of exports for reasons of
national security, foreign policy and non-proliferation. The BXA oversees
the development, licensing and enforcement of export control laws. Their
website includes access to BXA’s fact sheets, BXA’s programs, and the List
of Denied Parties. Fact sheets include information on export licenses,
program descriptions, and office location and contact information.

= Import Administration — The Import Administration (IA) enforces laws
and agreements to prevent unfairly traded imports and to safeguard jobs and
the competitive strength of American industry. The website contains
information pertaining to exchange rates, free trade zones (FTZ), and
antidumping and countervail duties. It also includes the Import Library with
a large number of downloadable files.

= Trade Compliance Center — Helps U.S. exporters receive benefits from
the more than 200 trade agreements the U.S. has concluded.

= U.S. Census Bureau — The Census Bureau maintains international trade
related statistics and provides trade information. For example, they have a
Correct Way to Fill out a Shipper’s Export Declaration and Country by
Commodity Trade Data.
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The Department of Agriculture (USDA)

http://www.usda.gov
Principal Export Functions: 1,2, 4,5, 8, 10

The mission of USDA is to enhance the quality of life for the American people
by supporting production of agriculture. A comprehensive list of its export
programs is given below. If you are viewing this document electronically, please
click on the program of interest for further program details.

= AgExport Action Kit

= AgExport Connections

= AGRICOLA

= Agriculture Trade and Marketing Information Centers

= Animal and Plant Health Inspection Service

= Buyer Alert

= Commodity Credit Corporation

= Economic Research Service

= Federal Grain Inspection Service (FGIS)

= Food Quality Assurance Program

= Food Safety and Inspection Service (FSIS)

= Foreign Agricultural Service (FAS)

= Foreign Buyer Lists

= Inspection Certificates for Food and Agricultural Exports
= Integrated System For Information Services (ISIS) —Telnet—
= Market Promotion Program, National Agricultural Library
= Rural Business Cooperative Service

= Supplier Lists (U.S.)

= Trade Assistance and Promotion Office

= Trade Leads

= Trade Shows

= Transportation and Marketing Division

= Voluntary Food Quality Certification Service

A brief description is provided below of the Department’s “Ag Exporter
Assistance” program, which provides a broad range of assistance to exporters.
(http://www.fas.usda.gov/exporter. html)

= Are You Ready To Export? — Helps firms determine if exporting is right
for them and identifies their strengths and weaknesses for future exporting.

= Researching and Identifying Your Market — Helps firms learn how to
conduct market research by classifying their products and by using market
and analysis reports to evaluate international demand and to develop
competitive pricing strategies.
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= Export and Foreign Country Import Requirements and Certifications —
Helps firms learn to identify and complete the documents needed to export
plant, animals, and food.

= Channels of Distribution — Helps firms understand import procedures,
learn about marketing information, and make useful contacts to help get
their products into overseas markets.

= Finding Customers and Representatives for Your Product — Helps
firms identify potential buyers, sales and promotional opportunities abroad
by using FAS services (trade leads, buyer alerts).

= Foreign Buyer Listings, U.S. Suppliers Listings, AgTrade
Opportunities and Trade Shows — Helps firms identify potential buyers
and sellers and upcoming trade shows.

= Identify marketing programs — Helps firms promote their product
overseas and provides loan and credit guarantee programs to finance their
exports.

= Shipping Your Exports — Helps firms select transportation, choose
freight forwarders and find out about market conditions.

The Export-Import Bank (EXIM Bank)

http://www.exim.gov
Principal Export Functions: 1, 2, 8

The Export-Import Bank of the United States (ExIm) was created in 1934 and
established under its present law in 1945 to help finance and facilitate U.S.
exports. ExIm Bank is encouraged to supplement, but not compete with, private
capital by filling gaps created when the private sector is reluctant to engage in
export financing. ExIm Bank programs include:

= Bank Letter of Credit Policy

= City-State Program

= Credit Services

= Engineering Multiplier Program

= Export Assistance Centers

= Export Credit Insurance

= Export Financing Hotline 1-800-565-3946
= Financial Institution Buyer Credit Policy
= Guarantee Program

= [Lease Guarantees

= Lease Insurance Policies
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= Loan Program

= Medium-Term Single-Buyer Policy

= Multi-Buyer Policy

= New-to-Export Policy

= Operations and Maintenance Contracts Program
= Regional Offices

= Short-Term Single-Buyer Credit Policy

= Umbrella Policy

= Working Capital Guarantee Program

The U.S. Small Business Administration (SBA)

http://www.sba.gov
Principal Export Functions: 1, 3, 4

The U.S. Small Business Administration (SBA), established in 1953, provides
financial, technical, and management assistance to help Americans start, run,
and grow their businesses. With a portfolio of business loans, loan guarantees
and disaster loans worth more than $45 billion, SBA is the nation’s largest
single financial backer of small businesses. Major programs of SBA that can be
used by firms “going global” include:

= Business Loan Guarantee Program [7(a)]

= Export Assistance Centers

= Export Legal Assistance Network

= Export Working Capital Program

= International Trade (Office of)

= International Trade Loan Guarantee Program

= SBAtlas (SBA Automated Trade Locator Assistance Service)
= Service Corps of Retired Executives (SCORE)

= Small Business Development Centers (SBDC)

= Small Business Investment Companies

A brief overview of how SBA’s international program provides assistance follows.

= Are You a New-to-Export Small Business? — The SBA sponsors and
supports training conferences, “how to” seminars, and one-on-one
counseling through our resource partners, the Service Corps of Retired
Executives (SCORE) and the nationwide network of Small Business
Development Centers (SBDCs) (http://www.sba.gov/oit/export/).

= Are You Looking for Export Finance? — Do you need credit to close
that export deal? Many small businesses develop export leads but have
trouble when it comes to financing the transaction. You can finance a single
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export order or multiple deals with the SBA’s Export Working Capital
Program (EWCP) (http://www.sba.gov/oit/finance/).

= Additional Export Information and Resources — Are you looking for
more once you’ve “gone global”? The SBA has information for
experienced exporters looking for general trade information, including
Internet links (http.://www.sba.gov/oit/info/).

= Are You a Lender? — Are you a lender seeking to reach a high-growth
market, increase profits, reduce risks, respond to clients’ needs and invest in
your community? Take a look at SBA’s information about SBA

trade finance programs, contact information, and useful forms
(http://www.sba.gov/oit/lender/).

Key offices and programs of SBA that are available to assist firms in their
efforts to “go global” include:

The Office of International Trade (OIT) — The OIT works in coordination
with other federal agencies and public and private sector organizations to
encourage small businesses to expand their export activities and to assist small
businesses seeking to export. OIT directs and coordinates SBA’s export finance
and export development assistance. OIT’s outreach efforts include regional
initiatives with Russia, Ireland, Argentina, Mexico, and Egypt. In addition, OIT
develops how-to and market-specific publications for exporters. OIT oversees
the SBA’s loan guarantee programs to small business exporters, including the
Export Working Capital Program, which is available to exporters through the
U.S. Export Assistance Centers (USEACs) and SBA field offices across the
country. The office also spearheads a program, through the USEAC network,
called E-TAP (Export Trade Assistance Partnership), which focuses on a small
group of export-ready companies and gives them the assistance they need to
develop export markets, acquire orders or contracts, and use export financing in
preparation for a trade mission or show overseas. Internet home page:
(http://www.sba.gov/oit).

Small Business Development Centers (SBDCs) — Small Business
Development Centers (SBDCs), located throughout the U.S., provide a range of
export assistance, particularly to new-to-export companies. They offer assistance
services to small businesses, including counseling, training, and managerial
assistance. They provide counseling services at no cost to the small business
exporter, but they generally charge fees for export training seminars and other
SBDC-sponsored export events. Many SBDCs are involved in the ETAP
program. Internet home page: (http://www.sba.gov/SBDC/).

Service Corps of Retired Executives (SCORE) — Members of the SCORE
program, many of whom have years of practical experience in international
trade, provide one-on-one counseling and training seminars. Specialists assist
small firms in evaluating export potential and in strengthening domestic
operations by identifying financial, managerial, or technical problems. Internet
home page: (http://www.score.org).
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Export Legal Assistance Network (ELAN) — The Export Legal Assistance
Network is a nationwide group of attorneys experienced in international trade
that provides free initial consultations to new-to-export businesses on export-
related matters. The ELAN service is available through SBA district offices,
Service Corps of Retired Executives (SCORE) offices, and Small Business
Development Centers (SBDCs). Internet home page: (http://www.fita.org/elan/).

The U.S. Agency for International Development (USAID)

http://www.info.usaid.gov
Principal Export Function: 6

The United States Agency for International Development (USAID) was
established in 1961 as an independent government agency to provide economic
development and humanitarian assistance to advance U.S. economic and
political interests overseas. Its international programs include:

= Business Development Services

= Center for Trade and Investment Services

= Consultant Registry Information System (ACRIS)

= Environmental Technology Network for Asia (ETNA)

= Export Assistance Centers

= Guide to Doing Business with the Agency for International Development
= International Executive Service Corps

= Small and Disadvantaged Business Utilization (Office of)

A brief description of some of the Agency’s most popular programs follows.

= USAID Procurements

This site contains information about USAID’s procurements, including
current solicitation documents, announcements, and resources to help you
conduct business with the Agency. Internet home page:
(http://www.info.usaid.gov/procurement_bus_opp/procurementy/).

= Global Technology Network (GTN)

GTN is a trade lead/business matching program that facilitates the transfer
of U.S. technology and services to address global development problems.
This is accomplished by matching a country’s development needs with U.S.
firms equipped to provide the appropriate technological solutions. GTN
focuses on the following sectors: agricultural technology, communications
and information technology, environment and energy technology, and health
technology (http://www.usgtn.org/).
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= Office of Small & Disadvantaged Business Utilization (OSDBU)

The Office of Small and Disadvantaged Business Utilization/Minority
Resource Center (OSDBU/MRC) is the Agency’s advocate for U.S. small
businesses, small disadvantaged businesses, and women-owned small
businesses. One of the most sought out pieces of information at this site is
the “Guide to Doing Business with USAID.” The Internet home page is:
(http://www.info.usaid.gov/procurement_bus_opp/osdbu/).

The Overseas Private Investment Corporation (OPIC)

http://www.opic.gov
Principal Export Functions: 1, 2

The Overseas Private Investment Corporation (OPIC) is an independent, self-
sustaining government corporation that assists U.S. private investment overseas
by providing insurance and financing for their overseas investments. Its
international programs include:

= Automated Information Line
= Finance Programs
= [nvestment Insurance

A brief description of some of the Agency’s most popular programs follows.

= Insurance: Three political risks are covered by OPIC: currency
inconvertibility, expropriation, and political violence. In addition, OPIC
offers tailored insurance programs for small businesses.

= Finance: OPIC offers two types of direct loans for projects involving
U.S. small businesses or cooperatives, the Corporate Finance Direct Loan
and the Project Finance Direct Loan, which are available (on different
terms) for U.S. small businesses to fund overseas investment in expansion
facilities, permanent working capital, and fixed assets. In addition, OPIC
offers the Finance Contractors Program that provides an OPIC guaranty for
bid bonds, performance bonds, and other guaranties issued by U.S. financial
institutions on behalf of U.S. contractors who have operational and financial
track records.
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The Department of State

http://www.state.gov
Principal Export Functions: 9, 10, 11

The Department of State and its embassies analyze foreign political and
economic developments and brief U.S. businesses on the local political and
business climate. As experts on host country economies and business practices,
State Department officers work closely with their colleagues in the Commercial
Service and other agencies to identify opportunities for U.S. firms and to
advocate on their behalf. In many overseas markets, State Department officers
report and negotiate for the entire spectrum of U.S. government agencies. State
Department officers in Washington and abroad play important roles in
negotiating economic agreements on trade, investment, intellectual property
rights, taxation, civil aviation, telecommunications, and debt, and in ensuring
that those agreements are honored. Its international programs include:

= Bureau of Economic and Business Affairs

= Coordinator for Business Affairs

= Defense Trade Controls (Office of)

= Embassies and Consulates (U.S.)

= [TAR (International Trade in Arms Regulations)
= Munitions List

= Overseas Security Advisory Council

= Regional Bureaus

A brief description of some of the Department’s programs that are specifically
concerned with promoting business interests follows.

= The Office of the Coordinator for Business Affairs — This office helps
ensure that U.S. business interests are considered in the foreign policy
process, that American companies have opportunities to compete fairly for
foreign business, and that international trade and investment disputes are
resolved. The office coordinates State Department advocacy on behalf of
American businesses and offers them problem-solving assistance in opening
markets, leveling playing fields, and resolving trade and investment disputes
(http://www.state.gov/www/services.html).

= The Office of Procurement — Companies that are interested in doing
business with the State Department also can obtain the latest information on
procurement contracts and government acquisitions through the Internet
(http://www.statebuy.gov/home.html).

= The Office of Small and Disadvantaged Business Utilization — This
office ensures that a fair share of the Department’s acquisitions are placed
with small and disadvantaged firms, as well as those owned by women. It
serves as advocate, counselor, trainer, and provider of liaison services to the
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small business community. The office publishes United States Department
of State: A Guide to Doing Business, which lists useful information
concerning the Department’s procurement opportunities and points of
contact (http://www.statebuy.gov/osdbul.htm).

= Country Commercial Guides — Commercial information compiled by
the State Department regarding commercial transactions in practically every
country in the world - includes contacts, marketing information, best
prospects, and more.

The Department of the Treasury

http://www.treas.gov
Principal Export Functions:

The Treasury’s Office of International Affairs advises on and assists in the
formulation and execution of U.S. international economic and financial policy.
This entails the development of policies with respect to international financial,
economic, monetary, trade, investment, bilateral aid, environment, debt,
development, and energy programs, including U.S. participation in international
financial institutions. Through the Office of International Affairs, the Treasury
Department has developed a new International Trade Resource Center. The
purpose of the center is to assist those in the international trade community by
providing basic information on international trade. The center provides
information on federal government international procedures, information on the
rules and regulations required to import, and information on exporting, export
finance, and transportation

(http://www.itds.treas.gov/ITDS/Frames/Build _Frames.cfm?Site=ITRC).

Two of the most frequently used programs of the Treasury Department include:

= ATA Carnet
= Foreign Assets Control (Office of)

A brief description of some of the Department’s international programs follows.

= Customs Service — As the nation’s principal border agency, the mission of
the U.S. Customs Service is to ensure that all goods entering and exiting the
U.S. do so in accordance with all U. S. laws and regulations. The
Importing/Exporting section includes extensive resources regarding rules
and regulations, informed compliance, export licenses, and automated
import/export systems.

= Office of Foreign Assets Control — The Office of Foreign Assets Control
administers embargoes and trade sanctions against targeted foreign countries
based on U.S. foreign policy and national security goals. Many of their
regulations covering exports to embargoed countries and entities overlap
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with the Bureau of Export Administration regulations. In the event that
you are considering an export to an embargoed country or entity you
should check with both agencies to learn the exact regulations covering
your desired transaction. See “‘Foreign Assets Control Regulations for

Exporters & Importers.”

The U.S. Trade Representative (USTR)

http://www.ustr.gov
Principal Export Functions: 9, 10

The U.S. Trade Representative (USTR) is responsible for developing and
coordinating U.S. international trade, commodity, and direct investment policy,
as well as for leading or directing negotiations with other countries on such
matters. USTR provides trade policy leadership and negotiating expertise in its
areas of responsibility. These include matters concerning the World Trade
Organization (WTO), including the implementation of the Uruguay Round of
trade negotiations; trade, commodity, and direct investment matters dealt with
by organizations such as the Organization for Economic Cooperation and
Development (OECD); export expansion policy; and trade-related intellectual
property protection issues. Interagency coordination is accomplished by USTR
through the Trade Policy Review Group and the Trade Policy Staff Committee.
Useful websites include:

= General Counsel (Office of the)
= National Trade Estimates Report on Foreign Trade Barriers
= U.S. Trade Representative (Office of the)

The Department of Transportation (DOT)

http://www.dot.gov
Principal Export Functions: 1, 8, 10

DOT’s Office of International Transportation and Trade leads and oversees
development, coordination, and implementation of the DOT’s international
transportation and trade policies and programs. Among the Office’s primary
responsibilities are coordinating the development of transportation policies
pursuant to Administration trade initiatives in Africa, Asia Pacific (APEC),
Western and Eastern Europe, and Latin America. The Office is also involved in
U.S.-Canada-Mexico transborder issues, developing U.S. transportation policies
and programs in multilateral initiatives in the WTO, OECD, and other
international organizations.
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In addition to the Office of International Transportation and Trade, the following
DOT programs and services are useful for exporters:

= Cooperation/Technology Sharing
» Technical Assistance

= Bureau of Transportation Statistics (BTS)

The BTS provides information and statistics on different types of
transportation. The website includes freight, hazardous material, and
aviation information.

= Federal Aviation Administration (FAA)

In the field of air cargo, the FAA promulgates certain stress standards which
must be met in the tiedown of cargo in flight. The website provides
information regarding airfreight and hazardous material regulations.

= Maritime Administration (MARAD)

Promoting the U.S. maritime industry and maintaining the U.S. Merchant
Marine, MARAD’s website contains international shipping related
information.

= St. Lawrence Seaway Development Corporation

The St. Lawrence Seaway has been a vital transportation link for moving
goods between the heartland of North America and international markets.
This website provides current toll schedules, port profiles, and annual
reports.

In addition to the resources identified above, additional resources for
exporters are provided by other agencies. These agencies are identified in
Table 2.
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Table 2: Other TPCC Agencies involved in Export Promotion

Agency

Principal Functions

Website

U.S. Information Agency
(USIA)

“Doing Business”
Television Program

Office of Citizen Exchanges

U.S. Information Service

http://www.usia.gov

Department of Energy
(DOE)

Office of Fossil Energy -
International Program
Coordinator

Committee on Energy Efficiency
Commerce and Trade (COEECT)
Committee on Renewable Energy
Commerce and Trade (CORECT)

Export Assistance Initiative

http://www.doe.gov

Department of Labor (DOL)

See Website

http://www.dol.gov

Environmental Protection

International Technology

http://www.epa.gov

Agency (EPA) Cooperation
U.S. Trade Development African Development Bank http://www.tda.gov
Agency (TDA) Business Briefings and

Technical Symposia
Definitional Missions
Feasibility Studies

Grants to Multilateral
Development Banks

International Finance
Corporation

Reverse Trade Missions
Technical Assistance Grants

Technical Assistance Trust Funds
for U.S. Consultants

Technical Symposia and
Business Briefs

Training Grants

World Bank/International Bank
for Reconstruction and

Development

National Economic Council
(NEC)

Oversight—not program delivery

http://www.nec.gov

National Security Council
(NSC)

Oversight—not program delivery

http://www.nsc.gov

Council of Economic Advisors
(CEA)

Oversight—not program delivery

http://www.cea.gov

Office of Management and
Budget (OMB)

Oversight—not program delivery

http://www.omb.gov

U.S. Department of Commerce



Chapter 1: The Enabling Environment for Exporters

Non-TPCC AGENCIES OF INTEREST TO EXPORTERS

Federal Maritime Protects shippers, carriers and others http://www.fme.gov
Commission (FMC) engaged in the foreign commerce of
the U.S. from restrictive rules and
regulations of foreign governments

International Trade The ITC is an independent U.S. http://www.usite.gov
Commission (USITC) government fact-finding agency that
makes recommendations concerning
countervailing duty and antidumping
petitions submitted by U.S. industries
seeking relief from imports that
benefit unfair trade practices

Patent and Advises on patent, trademark, and http://www.uspto.gov
Trademark Office copyright protection and on trade-
(USPTO) related aspects of intellectual

property.
U.S. Arms Control and Reviews certain dual use export http://www.acda.gov
Disarmament Agency license applications referred by
(ACDA) BXA.

State Government Resources for Export Promotion

The bottom line is that exporting occurs at the state level by firms in a given
state. More exports translate into more jobs in the state. Accordingly, states are
interested in promoting exports. Firms interested in exporting should draw upon
the state export promotion resources, just as they draw upon those at the federal
level. State programs, like federal programs, are aimed at lowering the costs and
risk to the exporter entering the market.

How important is exporting from the state’s perspective?

In October of 1998, the U.S. Treasury conducted a study to learn how turmoil in
the global financial situation was affecting states. The Treasury Department’s
report provided a state-by-state analysis detailing declines in exports and
specific industry effects in individual states from the global financial situation.
The study demonstrated the importance of international trade with both Asia and
the world’s developing nations to each state. It also analyzed the importance of
individual state exports to foreign markets and specific industries within each
state. Some of the highlights of the report include:

= Thirty percent of U.S. exports go to Asia, supporting millions of U.S.
jobs. For a number of states, including Alabama, Florida, New Mexico,
Texas and Virginia, more than 40 percent of exports go to developing
countries.

= Forty percent of all U.S. agricultural exports go to Asia, more than to any
other region. In 1997, total U.S. exports to Asia decreased by 11 percent.
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= Studies have shown that export-related jobs in the U.S. pay an average of
15 percent more than other jobs.

California (the top exporting state) answers the question of why exports are
important to Californian companies: — California registered $104.97 billion in
exports during 1998, the third consecutive year the state’s exports surpassed
$100 billion. Exports to Latin America, Canada, and Europe led California’s
growth sectors. The state’s export diversity was exemplified by strong sales to
NAFTA partners Mexico ($13.3 billion, up 10.4 percent) and Canada ($12.7
billion, up 10.9 percent).

Exporting matters to states: The California example is given to underscore the
importance of exporting to the states. Individual states have export advertising
programs that promote the interests of the firms in their states. One
organization promoting states is The National Association of State Development
Agencies (NASDA) (http://'www.nasda.com). According to NASDA, the export
promotion activities of states include:

1. Assisting with international procurement opportunities
Providing market research

Governor's International Advisory Council

Trade development training

Foreign sales corporations

Export awareness programs

Trade leads and match making

In-house counseling

O X N S R BN

Seminars, workshops, and conferences

~
S

Newsletters

~
~

Overseas office representation

.\
N

Export financing and trade and catalogue shows

Top picks for researching state programs:

= The National Export Directory (NED) — The directory was developed
by the Trade Information Center (TIC) (http://www.ita.doc.gov/tic) to better
inform U.S. exporters about trade contacts at the federal, state, and local
levels.

= The National Association of State Development Agencies (NASDA)
(http://www.nasda.com) — It is a membership organization that provides an
umbrella for state agencies that are charged with promoting economic
development. NASDA has compiled the State Export Program Database
(SEPD), which is available in hard copy or on disk for $164.00. It provides
information on major export development programs, including industry and
regional targets.
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= State and Local Government Procurements (NTDB) — Trade leads for
state and local governments are provided through STAT-USA’s National
Trade Data Bank, which can be accessed for free from any federal
depository library (at universities) or on a subscription basis.

= State Resources — A comprehensive directory of state resources is
provided by the Treasury Department’s International Trade Data System
(ITDS) at:

(http://www.itds.treas.gov/ITDS/Frames/Build_Frames.cfm?Site=ITRC)

College and University Resources for Export Skills

The bottom line is that one must scale the learning curve to become a viable
exporter. Colleges, especially community colleges, and universities are at the
forefront of imparting skills for conducting exporting and importing operations.
Firms that are considering entry into the overseas markets can benefit from
these educational programs which will, in the end, help to lower the costs of
exporting.

Top pick for Community College export and import training programs:

= The Minority Business Development Agency’s Virtual International
Center (http://www.mbda.gov) — The center provides information on the
export training programs of community colleges in the top ten exporting
states to better inform U.S. exporters about trade contacts at the federal,
state, and local levels. The critical path for finding information about other
Community Colleges in your state: Alta Vista keyword search: “community
colleges+export (or international) training programs.”

Embassy Resources for Trade and Investment Facilitation

The bottom line is that foreign embassies in Washington, DC provide a wealth
of first-hand information about their countries. Firms that are considering entry
into the target overseas markets should contact the embassies of the countries in
which they have an interest to obtain valuable information about the business
conditions and trading opportunities in the country (websearch: key word
“embassies”).

Top pick for researching foreign embassies in Washington, DC:

= The Electronic Embassy (http://www.embassy.org/) — Provides
information on all of the embassies in Washington, DC. The International
Business Center of the Electronic Embassy will provide a site to market the
products and services of businesses seeking an international audience. The
site will also have more than 170 country pages. Visitors to these pages will
be able to obtain information to aid them in foreign travel, immigration,
importing, and exporting.
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Private Sector Resources for Export Services

The bottom line is that private sector firms also provide a wealth of
information to help lower the cost of market entry. Private sector firms and
organizations provide the full range of assistance that is available in the public
sector, plus additional value-added products and services for going global. Table
3 shows the kinds of assistance that is available in the private sector.

Export Market Trade Leads Transportation | Financing Intermediaries
Counseling Research and Buyer and
Seller Links
“How to” On firms, Statistics on “How to” Financial Export
information on | industries, buyers and transport goods | advice and management
all aspects of | markets, etc. sellers and financing and trading
exporting direct links to companies
both

Top pick for researching private sector resources:

= The Trade Information Center (http.//www.ita.doc/tic/) — Its Internet
Guide to Trade Leads provides the web addresses for a broad range of trade
lead assistance providers in the private sector. This site also provides the
web address for the American Export Register, an important resource that
contains a list of 45,000 exporting companies and 5,000 product categories.

- E'i;:'.* ’ Who are some of the players in the export game?

The Bureau of the Census, Department of Commerce, reported that in 1992, the
latest year for which data are available, that the U.S. exporting community
consisted of 112,854 companies that exported $349 billion in merchandise to
226 foreign countries.

Wholesalers

The bottom line is that almost six percent of the nation’s 690 thousand
manufacturers and 5 percent of the nation’s 770 thousand wholesalers exported
in 1992.
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Manufacturers

The bottom line is manufacturers accounted for the largest portion of exports at
$242 billion, followed by “other companies,” and wholesalers at $53 billion and
$51 billion, respectively. The “other companies™ category included freight
forwarders and other transportation services firms that often act as agents for the
true exporter.

Multiple Location Exporters

The bottom line is that in 1992, about 18 percent (19,967) of all exporters were
multiple location companies. These companies accounted for 81 percent of the
“known” export value. In contrast, the 92,887 single location companies,
although making up 82 percent of the exporting companies, accounted for just
19 percent of the known export value.

Large Exporting Firms

The bottom line is that companies with 500 or more workers were responsible
for about 71 percent of the known export value, but represented a little over four
percent of all exporters. In fact, the top four firms (ranked by value) accounted
for 11 percent of known exports.

Small and Medium-Sized Firms (SMEs)

The bottom line is that although a few large companies dominate exports, there
are many active small and medium-sized exporters (those employing fewer than
500 workers). Almost 96 percent, or 108,026 of all exporters, were small or
medium-sized companies. These companies exported $103 billion in goods.

Companies with Fewer than 20 Employees

The bottom line is that companies with fewer than 20 employees accounted for
roughly 59 percent of all exporters, but were responsible for only 11 percent of
the known export value. Such companies make up about one third of exporting
manufacturers, 75 percent of wholesalers, and 72 percent of “other companies.”

To How Many Countries do Firms Export

The bottom line is that over 91 percent of the exporting community exported to
fewer than 10 countries. In contrast, less than 12 percent of all U.S. exporting
companies shipped goods to 50 or more countries during 1992, but these
companies were responsible for 16 percent of known exports. About 90 percent
of all companies exported to at least one of the top 25 partner countries in 1992.
More companies (49,131) exported to Canada than any other country, followed
by the United Kingdom (23,977), Japan (19,885), and Germany (19,739).
Mexico, while ranking only seventh with 12,766 exporters, ranked third in total
export value at $41 billion.

U.S. Department of Commerce



Chapter 1: The Enabling Environment for Exporters

How do I know if my firm is export-ready?

In today's digital economy, when an export order can come over the Internet
from anywhere in the world, the question is not whether a firm is export-ready;,
rather, the question is how quickly can a firm get ready to export!

Ultimately, every firm has to decide whether it believes that it is ready to
export. In making this decision, firms must realize that selling in the foreign
market is more difficult and riskier than selling in the domestic market. Given
the difficulty associated with exporting, it is not surprising that there have been
many attempts to “quantify” readiness. Such tests of “readiness” examine a
number of factors. One example is given below.

Top pick for assessing “Export Readiness:”

s TradeCompass — A private firm, TradeCompass has developed an export
readiness assessment system (ERAS) that enables firms to assess their own
readiness by answering selected critical questions. The assessment of
readiness is based on answers to 23 questions about a company’s present
operations, attitudes and products (http://www.tradecompass.com).

The ERAS system distinguishes between firm readiness and product readiness
and can be taken over the Internet at:

http://www.tradecompass.com/iba/eras/intro.html).

The questions are as follows:

ERAS Company Readiness:

Whether the firm has an established presence domestically?
Degree of domestic market penetration?

Methods of selling and distributing in the domestic market?
Experience in conducting market research and planning?
Extent of advertising in the domestic market?

Whether the firm has staff with export experience?

Whether the firm has received unsolicited overseas inquiries?

Adequacy of inventory to fill foreign orders?

O S0 N SR W~

Organizational capacity to handle exporting?

10. Experience with exporting?
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11.

12.
13.
14.
15.
16.
17.
18.
19.
20.
21.
22.
23.

Level of commitment to exporting?

Financial resources for supporting export operations?
Ability to delay export profitability?

Domestic sales growth in the past three years?
Product market share?

Price-competitiveness of product?

Flexibility to accept a range of payment terms?
Competitiveness of product in quality?

Flexibility to adapt products and services?

Cost to transport products?

Difficulty in assembling, installing, operating the product?
Requirement for after-sales supports?

Adaptability of product to varying environmental conditions?

Chapter Two discusses ways to enter the export arena.

U.S. Department of Commerce



Chapter 2: Ways of Entering the Export Arena

Chapter Two
Ways of Entering the Export Arena

can enter as a direct exporter of the products that your firm manufactures;

as an indirect exporter of products manufactured by others, or as a
service exporter of consulting or software services. The initial export planning
process is different for each of these modes of operations. This chapter focuses
on how to conduct the pre-entry market research process for the different ways
of entering into the export business. Three basic questions are answered:

There are many different ways to enter the export arena. For example, you

Indirect Exporters Service Exporters Direct Exporters

What are the pre- What are the pre- What are the pre-
export entry market export entry market export entry market
research and research and research and
planning steps? planning steps? planning steps?

The way a company chooses to export its products has an impact on the
research it must undertake before export activities begin. While there are two
main exporting paths, indirect exporting and direct exporting, there are many
indirect approaches. Indirect exporting is often advantageous for minority firms
because it provides a way of penetrating foreign markets without the
complexities and risks of direct exporting. Several kinds of intermediary firms
provide a range of export services. Each type of firm offers distinct advantages
for the smaller firm. A brief overview of typical indirect exporting approaches is
given below.

= Commission or Buying Agents: These entities are finders for foreign firms
that want to purchase U.S. products. They are paid a commission for locating
the product on the best terms.

= Export Management Companies (EMCs): These companies act as the
export department for one or several producers of similar goods or services, as
they typically specialize by product and foreign markets and have well-
established networks of foreign distributors already in place. EMCs solicit and
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transact business in the names of the producers it represents or in its own name
for a commission, salary, or retainer plus commission. Some larger EMCs
provide immediate payment for the producer’s products by either arranging
financing or directly purchasing products for resale.

= Export Trading Companies: These companies, like EMCs can either act as
the export department for producers or take title to the product and export for its
own account. A special kind of ETC is a group organized and operated by
producers. These ETCs can be organized along multiple- or single-industry lines
and can represent producers of competing products.

= Export Agents, Merchants, or Remarketers: This organization may
purchase products directly from the manufacturer and pack and mark them
according to their own label’s specifications. They then sell overseas through
their contacts in their own names and assume all risks for their own accounts.

= Piggyback Marketing: This is an arrangement in which one manufacturer or
service firm distributes a second firm’s product or service. The most common
piggybacking situation is when a U.S. firm has a contract with an overseas
buyer to provide a wide range of products or services. This first company does
not produce all of the products it is under contract to provide, and it turns to
other U.S. firms to provide the remaining products. The second U.S. firm
piggybacks its products to the international market, generally without incurring
the marketing and distribution costs associated with exporting. Successful
arrangements usually require that the product lines be complementary and
appeal to the same customers.

What steps are involved in the market research and

planning process for Indirect Exporters?

Among the various indirect approaches for exporting, minority exporters are
typically involved in buying products for export. Firms whose owners have
extensive overseas links or contacts may also seek to serve as an EMC or ETC.
Therefore, this discussion focuses on the research steps involved in identifying
the companies in the U.S. that manufacture the products that minority firms may
wish to source for subsequent sales overseas and on the initial research process
for EMC and ETCs. The initial pre-entry research that should be undertaken by
the subject intermediary exporters is discussed below.

u Step A: Research domestic suppliers
= Step B: Research EMC and ETC mechanisms
= Step C: Research target markets

= Step D: Research overseas buyers
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STEP A: Researching Domestic Suppliers

METHOD A
For Indirect Exporters who seek to buy products
in the USA and Sell them Overseas

Al: How to classify the product in international terms?
A2: How to identify product manufacturers in the domestic market?

A3: How to assess the competitiveness of the seller’s product?

Al: How to classify the product?

Every trade lead that you find from the Internet or from other sources will name
the product and also give its harmonized classification number—this system
was set up to ensure that there was a commonly accepted international standard
of how to classify goods. U.S. exporters are required to provide the Schedule B
(harmonized code) commodity number for all export shipments (excluding
postal shipments) where the value of the commodity classified is $2,500 or
more or for which a validated export license is required. Information on how to
classify products according to the Schedule B harmonized code can be found at:
http://www.census.gov/foreign-trade/www/. In situations where you encounter
difficulty in determining the correct export classification number, the Census
Bureau’s Foreign Trade Division (FTD) will lend assistance.

Bureau of the Census (http://www.census.gov/foreign-trade/www/)

A2: How to identify product manufacturers in the domestic market?

Once you are clear on exactly what product you are looking for, there are a
number of ways to identify the manufacturers of the products in the USA from
whom you can source the goods to export. Our top pick website for conducting
this research is:

Michigan State University Center for International Business Education

Research (CIBER) (http://ciber.bus.msu.edu/busres/compan

= Go to United States and select— GENERAL: Corporate Information
(http://www.corporateinformation.com)

This site identifies resources that offer information about what a particular
company manufactures and other company data. For information about privately
held companies, refer to the United States Private Company Information Page.
The private company page also has databases that have information on both
public and private companies, so even if you’re researching a public company,
there might be some interesting databases on the private company page. For
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other countries, go to the Main page. For US regional-based sites, see the US
Regional Page or pick a state from the bar at the left, and for sector-specific
sites, try the US Sector-specific page or choose a sector at the left. The sector
and regional pages may also have information that might be of use if you are
researching a public company. Available information includes: Earnings
Estimates, Ownership Information, Delayed Quotes, Historical Data, Other
Information, Stock Screening, and Comparison to Other Firms

A3: How to Assess the Competitiveness of the Seller’s Product:
Once you have identified sources of goods, there are a number of ways to assess
the competitiveness of the seller’s firm and/or products. Our top pick website(s)

for conducting this research are:

The Securities Exchange Commission’s EDGAR

(http://www.sec.gov/edaux/wedgar. htm)

EDGAR, the Electronic Data Gathering, Analysis, and Retrieval system,
performs automated collection, validation, indexing, acceptance, and forwarding
of submissions by companies and others who are required by law to file forms
with the U.S. Securities and Exchange Commission (SEC).

Hoover’s Online (Attp.//www.hoovers.com/hoov/about/whoweare. html)

The company has been dubbed “The Reigning King of Corporate Profiles” by
FORTUNE magazine. Austin, Texas-based Hoover’s provides business
information online through its flagship Web site, Hoover’s Online. Hoover’s
Online also features links to news, lists, stock quotes, and other products such as
Hoover’s Industry Snapshots (global industry overviews). Hoover’s offers
approximately 14,000 company capsules (brief company descriptions and
financials) and approximately 4,000 company profiles (company histories,
strategies, market positions, major events, and other information) available via
online subscription. The profiles cover U.S. and foreign public and nonpublic
companies and are written for executives, investors, job seekers, sales people,
consumers, and scholars.
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STEP B: Research EMC and ETC Mechanism

METHOD B
For Indirect Exporters who seek to either serve as EMCs/ETCs
or retain their services

B1: Know where to go for help in the U.S. Government

B2: Understand how to use EMCs and ETCs

B3: Understand how to use the Export Trading Company Certificate

B4: Understand how to team up to maximize the benefits of having an EMC

B1: Know where to go for help in the U.S. Government:

The Office of Export Trading Company Affairs (OETCA) is part of the Trade
Development Unit of the U.S. Department of Commerce’s International Trade
Administration. OETCA promotes the formation and use of export trade
intermediaries and the development of long-term joint export ventures by U.S.
firms, including joint ventures by U.S. firms that are competitors in the
domestic market. OETCA administers two programs available to all U.S.
exporters or potential exporters. The Export Trade Certificate of Review
program provides antitrust protection to U.S. firms for collaborative export
activities. The U.S. Department of Commerce’s — U.S. Exporters’ Yellow
Pages™ (USEYP) is designed to assist in matching U.S. trade intermediaries
with U.S. producers of exportable goods & services. The USEYP referral
service is available worldwide at (http://www.docexport.com) and as an annual
print directory. Our top pick website for conducting this research is:

The Office of Export Trading Company Affairs (OETCA)

(http://www.ita.doc.gov/oecta)

B2: Understand how to use EMCs and ETCs

This approach involves either engaging the services of EMCs or ETCs to find
foreign markets and buyers for its products or becoming an EMC or ETC to
handle the export of products manufactured by others. Export management
companies (EMCs), export trading companies (ETCs), international trade
consultants, and other intermediaries are used to tap into their broad
international experience and to lessen the burden of exporting directly.

B3: Understand how to use the Export Trading Company Certificate

Why obtain a Certificate: Joint export ventures undertaken by domestic
competitors might raise questions under U.S. antitrust laws. Fortunately, there is
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a program that enables U.S. exporters to obtain antitrust protection. Under Title
3 of the Export Trading Company Act, any U.S. resident, business association or
state and local government entity may apply to the Office of Export Trading
Company Affairs in the Department of Commerce for an Export Trade
Certificate of Review. A Certificate of Review provides exporters with
immunity from federal and state government antitrust suits with regard to all
export activities specified in the certificate. The Certificate of Review also
reduces an exporter’s private action liability from treble to single damages for
the certified export conduct, and deters lawsuits of dubious merit by providing
for recovery of attorney’s fees in cases where the certificate holder prevails.

The Process of obtaining a certificate: Under the ETC Act, when an
application for a certificate is received, the DOC, with the concurrence of the
Department of Justice, must issue the certificate or deny the application within
90 calendar days. The application form is treated with strict confidentiality and
is not subject to disclosure under the Freedom of Information Act. At any time,
a firm may withdraw an application, in which case all copies of the documents
submitted are returned. No fees are involved. DOC staff will be assigned to
work with you during the entire process.

B4: Understand how to maximize the benefits of having an Export Trading
Company Certificate

Export joint ventures offer firms the opportunity to reduce costs by capturing
economies of scale. Joint ventures also enable participating firms to spread
risks. These benefits are likely to be greatest for small and medium-sized firms
that are either new to exporting or have limited export experience. However,
firms of all sizes and levels of international business experience can use joint
exporting to reduce per unit export costs and develop proactive export strategies
that may not be feasible for individual exporters. The ability to reduce export
costs and risks is especially important when considering entry into a new and
complex export market. Specific areas in which gains can be obtained will vary
with the nature of the product and the targeted foreign markets. The following
examples are suggestive of the kinds of benefits that can be obtained through
using the certificate:

= Market Research: U.S. firms can join together to share the costs of
foreign market research (including hiring expertise), travel, and overseas
activities.

= Market Development: U.S. firms can reduce the average costs of
overseas trade shows and missions through joint activities. Firms with
complementary products can offer more attractive “full line” packages to
prospective buyers. Cost reductions can also be achieved by jointly
conducting generic advertising intended to cultivate or increase demand for
American products.

= Overseas Bidding: U.S. firms can increase sales and profits through joint
bidding. As a group, the joint venture can respond to foreign orders
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requiring quantities beyond the productive capacity of the individual
member firms, and it can accomplish sales while frustrating a foreign
buyer’s ability to play U.S. sellers off against one another.

= Non-Tariff Barriers: Joint exporting agreements can be effective in
overcoming some non-tariff trade barriers, such as specific labeling,
packaging, and quality control requirements, as well as certification
standards imposed by foreign governments. By jointly operating a one-stop
facility, firms can reduce average costs of compliance. In addition, by
joining together, U.S. firms secure increased leverage to work for the
reduction of non-tariff barriers.

= Transportation and Shipping: Volume discounts can be negotiated with
carriers. Through an export joint venture, firms can guarantee carriers
sufficient cargo to make these discounts available. In some cases, longer-
term contracts with carriers might be negotiated, enabling export firms to
quote delivered prices to foreign buyers with greater certainty.

= Joint bidding and Selling Arrangements: Any number of joint venture
partners may join together and submit a single bid on a particular project or
tender. The partners can use the same overseas representative, agree to sell
separate products as a unit, prepare joint catalogs, and allocate among
participating partners the sales that result from joint bidding or selling
arrangements.

= Pricing Policies: Two or more joint venture partners might agree to
establish uniform minimum export prices for particular products in order to
avoid price rivalry with each other. For some joint ventures, higher profits
might be secured through joint negotiations on prices and on terms of sale
with foreign buyers.

= Service and Promotional Activities: Joint venture partners may jointly
engage in a variety of activities that will promote or support their combined
export sales. These activities might include establishing joint warranty
service and training centers, conducting joint trade shows or missions, and
joint advertising. In addition the pooling of credit information may open up
new avenues for export financing.

STEP C: Research Target Markets

The National Trade Data Bank provides a one-stop-shop for the most
comprehensive collection of research data on international countries. It combines
data from most U.S. government agencies such as the State Department, the
Treasury, the Commerce Department and the other members of the TPCC. The
NTDB can be accessed free of charge from any federal depository library (often at
universities throughout the country). A brief description of some of the reports the
NTDB provides that can be used for research on target countries follows.
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= Country Reports on Economic Policy and Trade Practices: These
reports are from the Department of State Country Reports to Congress on
the Economic Policy and Trade Practices in compliance with Section 2202
of the Omnibus Trade and Competitiveness Act of 1988. Each report
contains nine sections, including: key economic indicators; general policy
framework; exchange rate policies; structural policies; debt management
policies; significant barriers to U.S. exports and investment; export
subsidies policies; protection of US Intellectual Property; and, worker
rights.

= International Business Practices Guide: /nternational Business
Practices Guides are designed to provide U.S. firms with an overview of
legal practices in 117 countries. The aim is to provide basic information to
solve practical problems. For each country, the Guide reviews issues
concerning: foreign corporations, agents and distributors, joint ventures,
import duties and restrictions, documentation requirements, commercial
policies (free-trade zones, exchange controls, etc.), intellectual property
rights, taxation, regulatory agencies, and foreign investment.

= Country Analysis Briefs: These briefs are a compilation of country
profiles prepared by the Energy Markets and Contingency Information
Division (EMCID) of the Office of Energy Markets and End Use. EMCID
maintains Country Analysis Briefs (CABS) for specific countries or
geographical areas that are important to world energy markets. As a general
rule, CABs are prepared for all members of the Organization of Petroleum
Exporting Countries (OPEC), major non-OPEC oil producers (i.e., the North
Sea,Russia), major energy transit areas (i.e., Ukraine), and other areas of
current interest to energy analysts and policy makers. As of January 1995,
EMCID maintained over 40 CABS, updated on an annual schedule and
subject to revision as events warant.

In addition to the foregoing research reports, the NTDB provides up-to-date
market research about current projects and developments in various countries.
Its most popular reports include:

= International Marketing Insight (IMI) Reports (Current)

= Industry Sector Analysis Reports (Current)

= Market Research Reports (IMI & ISA Historical)

= Best Market Reports

= Foreign Agricultural Market Reports (AGWorld) (Current & Historical)

= Country Commercial Guides

Finally, the exporters can also take advantage of the Commercial Service’s
Customized Market Analysis (CMA). This fee-based service can provide your
company with the detailed information needed to make the most efficient and
beneficial export marketing decisions. Your CMA report will give you an
accurate assessment of how your product or service will sell in a given market,
at a cost much lower than you will find for comparable customized research.
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Once you order your Customized Market Analysis, commercial research
specialists in your target country will conduct interviews with knowledgeable
local sources, such as importers, distributors, end-users, and manufacturers of
products comparable to yours.

STEP D: Research Foreign Buyers

One of the best services in the market to assist exporters in researching their
buyers is the DOC Commercial Service’s International Company Profiles.
These thorough background checks on your potential clients will reduce your
risk and allow you to enter new business relationships with confidence.
Commercial specialists in U.S. embassies and consulates abroad will conduct an
investigation for you and deliver the results in 30 to 45 days, at a very
reasonable cost. Reports include up-to-date information on your potential
clients, such as:

= Bank and trade references

= Principals, key officers and managers
= Product lines

= Number of employees

= Financial data

= Sales volume

= Reputation

= Market outlook

An International Company Profile may also include information on:

= Subsidiary/parent relationships

= Recent news items about the firm
= The firms’ U.S. customers

= Operational problems

= Activities of prominent owners

= Branch locations
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What steps are involved in the market research and
planning process for Service Exporters?

The service sector is one of the fastest growing segments of U.S. exports and of
world exports. Although it would be very difficult to export some personal
services such as waitressing or hairdressing, many other services can be easily
exported. The following services have particularly high export potential, as they
represent the kinds of services that are being procured by major international
funding institutions.

= Construction, Design, and Engineering: U.S. firms tend to have
competitive advantages in selling these services internationally because of
U.S. technological leadership in the construction industry and related
specialized fields in electric power utilities, engineering services, and power
plant design services.

= Banking and Financial Services: U.S. financial institutions are very
competitive internationally, particularly when offering account management,
credit card operations, collection management, and other services they have
pioneered.

= Insurance services: U.S. insurers offer services that are in demand
internationally including underwriting and risk evaluation, insurance
operations and contracts.

= Legal and Accounting Services: As many countries are transitioning to a
market economy from a command economy, they are interested in U.S.
models of legal and accounting systems that underpin the U.S. market
economy. Hence, demand for U.S. legal and accounting services has risen
significantly in the past decade.

= Computer and Data Services: Technological developments involving the
computer industry and the expanding digital economy are among the factors
that have given rise to increasing global demand for U.S. expertise in
computer and data services.

= Educational Services: The process of change and development that many
countries are undergoing provides an opportunity to restructure and improve
their educational systems to support new market economies. This also
provides an opportunity for U.S. firms to share their experience in

areas such as management, motivation, curricula development, distance
learning techniques, and teaching methodologies.

= Management Consulting Services: As pioneers of the management
consulting field, entities around the world look to U.S. firms to provide
advice on management techniques for managing various aspects of modern
market economies.
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The initial entry export research process for firms selling services should focus
on:

= Knowing which institutions procure export-related services
= Understanding how the money flows from these institutions

= Reviewing past projects to see if there is a match with your services

While there are many institutions and private firms that procure export-related
services, arguably the “big three” are USAID, the international financial
institutions, and the United Nations system.

The discussion below focuses on “the big three” public institutions and on
identifying critical research activities that should be undertaken to help service
firms make inroads into these institutions.

n Step A: U.S. Agency for International Development

= Step B: Multilateral Development Banks
= Step C: The United Nations Systems

[ORY:N 1))

(http://www.info@usaid.gov)

Al: Understand USAID’s Mission and Priorities
A2: Understand procurement modalities

A3: Follow the money trail

A4: Know where to go for advice

Al: Understand USAID’s Mission and Priorities

Any goods or services procured by USAID are procured for the purpose of
enabling the agency to meet its objectives and goals. Therefore, in order to
forecast what goods and services will be procured, it is important to understand
the mission and priorities of the agency. The primary document that sets forth
the objectives and goals is the Congressional Presentation—this is USAID’s
representation to Congress about what it is doing, has done, and will do to meet
agency’s goals. The primary document for explaining the agency’s operational
strategy is its GPRA document (Government Performance Results Act). The
GPRA document explains the strategic direction being taken by the agency as a
whole and by its organizational units. As a seller of services, it is imperative to
understand these initiatives and to determine how what you are selling may fit
into the needs of the agency. Our “top pick” website(s) for conducting this
research are:
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USAID
(http://www.info.usaid.gov/about/) Mission, goals, accomplishments

(http://www.info.usaid.gov/pubs/r4workshop/STRATEG/sld017.htm ) GPRA

In addition to the aforementioned documents, USAID’s Annual Program
Statement (APS) provides detailed information on projects in particular
countries, regions, and sectors. APS(s) as of July 1999 included:

USAID/West Bank & Gaza Community Services

USAID/West Bank & Gaza Civil Society

Activities to Improve the Delivery of Agricultural Services to Small Farmers in
Nicaragua

APS for USAID/South Africa’s Housing & Urban Development Strategic
Objective

APS for USAID/South Africa’s Education Strategic Objective

APS For Democracy and Governance Objective (USAID/Angola)

Critical Ecosystems Conserved to Sustain Biological Diversity and to Enhance
Benefits (UPDATE)(USAID/Uganda)

Small Business And Microenterprise Expanding-Small Producers Program
Madagascar Strategic Objective Agreement

The Middle East Regional Cooperation Program (MERC)

The South Africa Annual Program Statement (Strategic Objectives)

A2: Understand Procurement Modalities

USAID has many different ways of retaining services. Success in being retained
by USAID will be determined in large measure by how well the bidder
demonstrates an understanding not only of the substance of the work but also of
the USAID “process” (modis operandi, rules, regulations, and legal constraints).
When bidding firms demonstrate knowledge about the “USAID process, ” it
provides a “comfort factor” to those who select the winners and reassures them
that the firms they are choosing “know what they are doing and therefore will
not inadvertently get into trouble down the road.” Essentially, not only does a
firm have to be proficient in its own service area, it also has to be proficient in
understanding the operating environment of the agency. The USAID “process”
concerning procrurements is detailed in the Federal Acquisition Regulations (the
“FAR”). Large firms have staff members who have studied the FAR, who have
experience in bidding on and performing work in accordance with the FAR, and
who often were former government officials in charge of administering
procurements in accordance with the FAR. If you are new to the game, the best
way of becoming familiar with USAID’s procurement modalities is to study the
Guide to Doing Business with USAID. The Guide provides information on the
different rules that pertain to procuring small purchases and large purchases.
Our “top pick” website for conducting this research is:
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USAID
(http://www.info.usaid.gov/procurement_bus_opp/osdbu/guide7.htm)

Payment procedures

A3: Follow the money trail

If you want to know how the Congressional Presentation or the GPRA was
acted upon, you have to follow the money trail; this shows you how goals and
objectives have been turned into actual projects that have involved the
procurement of services. There are two essential research objectives in
following this trail: to identify the firms that have been successful in selling
their services to an agency, and to identify whether there is a pattern to the
services purchased by the agency. In the first instance, the purpose of knowing
this information is to be in a position to identify potential strategic alliance
partners. Such partners may be large firms that subcontract work to smaller
firms. Knowing which firms have which contracts allows minority firms to
develop a market strategy for creating strategic alliances and bidding consortia
that may be successful in winning bids. Conducting research to identify “project
types” enables firms to assess their corporate qualifications to determine
whether there is a match between what they have to offer and what the agency
is buying. The definitive single source document that provides a list of all of the
agency’s procurement; it is the “Yellow Book.” Our “top pick” website for
conducting this research is:

[ORY:N 1))

(http://gemini.info.usaid.gov/yellowbook) Yellow Book

A4: Know where to go for advice

After you have done your own homework and have a handle on the basics, you
may require further guidance about how to strategize in doing business with
USAID. This is where the agency’s OSDBU can assist you. Our “top pick”
website for conducting this research is:

USAID

(http://www.info.usaid.gov/procurement_bus_opp/osdbu/aboutsdb.htm)
OSDBU
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Step B: Multilateral Development Banks(MDBs)

B1: Know the functions of MDBs

B2: Know the MDBs’ institutional priorities
B3: Know how MDBs retain consultants
B4: Know the MBDO of Commerce

BS: Know who has been getting the money
B6: Know the procurement rules

B1: Know what MDBs are

Multilateral Development Banks (MDBs) are international lending institutions
owned by member countries. They promote economic and social progress in
developing member nations by providing loans, technical assistance, capital
investment, and helping with economic development plans. In the new
millennium, your best business could come from major contracts in developing
markets financed by the MDBs. Annual lending from the MDBs totals
approximately $45 billion, creating excellent long-term export opportunities for
equipment suppliers, contractors and consultants. MDBs mobilize an additional
$50 billion for projects in developing markets, further enhancing these
opportunities. MDBs support clearly defined projects designed to foster
economic and social progress within their specified geographic regions. Projects
usually involve development of one or more of the following sectors:
agribusiness, investment, industry, municipal development, education and
training, and energy. In addition, privatization and financial restructuring are top
priorities for the World Bank affiliate, the International Finance Corporation,
and the European Bank for Reconstruction and Development. An NTDB primer
on how to do business with the MDBs is given in Appendix A. A list of the
MDBs and the web addresses follows.

MDB Website
1. Asian Development Bank

(ADB) ADB: (http://'www.asiandevbank.org)
2. The European Bank for Reconstruction

and Development (EBRD) EBRD: (http://www.ebrd.com)
3. Inter-American Development Bank

(IADB) IADB: (http://www.iadb.org)
4. Border Environment Cooperation

Commission (BECC) BECC: (http://cocef.interjuarez.com/)
5. North American Development Bank

(NADBank) NADBank: (http://www.quicklink.com/mexico/nadbank/ning1
6. World Bank WB: (http://'www.worldbank.org)
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B2: Know the MDBs’ institutional priorities

1. Asian Development Bank (ADB)
In 1995, the Bank adopted Medium-Term Strategic Framework (MTSF)
(1995-1998), which sets out five strategic development objectives:
economic growth, reducing poverty, supporting human development,
improving the status of women, and protecting the environment.
(http://www.asiandevbank.org/About/Objectives/)

2. The European Bank for Reconstruction and Development (EBRD)
The Bank was established in 1991. It exists to foster the transition
towards open market-oriented economies and to promote private and
entrepreneurial initiative in the countries of central and eastern Europe
and the Commonwealth of Independent States (CIS).
(http://www.ebrd.com/english/index.htm)

3. Inter-American Development Bank (IADB)
The Bank is the oldest and largest regional multilateral development
institution, established in 1959, to help accelerate economic and social
development in Latin America and the Caribbean.
(http://www.iadb.org/exr/english/ABOUTIDB/about idb.htm)

4. Border Environment Cooperation Commission (BECC)
(http://cocef.interjuarez.com)

5. North American Development Bank (NADBank)
The (NADB) and its sister institution the (BECC) were created under
the auspices of the North American Free Trade Agreement (NAFTA).
NADRB is a bilaterally-funded, international organization, in which
Mexico and the United States participate as equal partners.
(http://www.nadbank.org/english/about_bank/Overview/Overview Frame.htm)

6. World Bank
The World Bank offers loans, advice, and customized resources to more
than 100 developing countries and countries in transition. The Bank
uses its money and staff, and coordinates with other organizations, to
individually help each developing country onto a path of stable,
sustainable, and equitable growth. The main focus is on helping the
poorest people and the poorest countries.
(http://www.worldbank.org/html/extdr/whatis.htm)

B3: Know how MDBs retain consultants

MDBs hire consultants for sectoral studies, economic feasibility studies,
preliminary engineering and design studies, government policy analysis,
preparation of bid documents, and evaluation of bidders. Consulting firms may
register with the World Bank’s automated DACON (Data on Consultants) file,
which screens consultants both for the World Bank and for the IDB. The
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DACON registration program, which serves the World Bank and the IDB, was
revised in July 1998 making it compatible with Windows 95. The new version,
written in ACCESS, allows users to import (cut and paste) data from other
software, such as Word or WordPerfect. The website for World Bank’s DACON
registration is given below. Contact the banks directly or contact the MBDO at
Commerce for further relevant information.

World Bank

(http://www.worldbank.org/html/opr/dacon/terms.html) DACON

B4: Know how Commerce’s MDBO can help

The MBDO staff within the International Trade Administration of the DOC,
offers counseling and referral services. Specifically, the MBDO:

= Provides data on current projects worldwide

= Provides guidance on doing business with the MDBs

= Assists with pre-award support and procurement disputes
= Provides on-line information relating to projects

= Identifies future opportunities

Commerce

(http://www.ita.doc.gov/mdbo) MDBO

BS: Know who has been getting the money

Contact each MDB individually for detailed information on past procurements.
Each MDB website has a webmaster to whom you can address your email
requests for detailed procurement information.

B6: Know the procurement rules
Contact each MDB individually for detailed information on their procurement

rules. Each MDB website has a webmaster to whom you can address your email
requests for detailed procurement information.
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Step C:
United Nations Development Program (UNDP)

United Nations Industrial Development Organization (UNIDO)

C1: Know their functions
C2: Know their institutional priorities
C3: Know how they retain consultants
C4: Know how the NTDB can help
C5: Know who has been getting the money

C1: Know the function of UNDP and UNIDO

UNDP’s mission is to help countries in their efforts achieve sustainable human
development by assisting them to build their capacity to design and carry out
development programs in poverty eradication, employment creation and
sustainable livelihoods, the empowerment of women and the protection and
regeneration of the environment.

UNIDO is the United Nations’ (UN) specialist agency which helps developing
countries and transition economies pursue sustainable industrial development. It
provides tailor-made solutions to industrial problems by offering a package of
integrated services addressing three key concerns — competitive economy, sound
environment, and productive employment at policy, institutional and enterprise
level. UNIDO was established by the UN General Assembly in 1966 and
became the 16th UN specialized agency in 1985. Our “top pick” website(s) for
conducting this research are:

UNDP
(http://www.undp.org)

UNIDO
(http://www.unido.org)
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C2: Know their institutional priorities

UNDP

Poverty

Gender

Environment

Governance

Sustainable livelihoods

Gender mainstreaming in
programs and institutional
processes and (b) women’s
empowerment

Sustainable energy
Public-private partnerships
for urban environment

Civil society
Democratization and
governance

UNIDO

Functions Competitive Economy Sound Environment Productive employment

Policy Industrial policy formulation — Energy and climate policies SME policy framework
Statistics and Networks Policies for women

entrepreneurs

Institutions Standardization Energy efficiency Entrepreneurship
Accreditation Rural energy development
Certification Cleaner production Upgrade of industries
Quality management
Technology promotion

Enterprise — Pollution control

Waste management

UNDP
(http://www.undp.org/toppages/focusareas/index.htm) Focus Areas

UNIDO

(http://www.unido.org/doc/What.htmls) What UNIDO does

C3: Know how they retain consultants

Information for consultants is provided by UNDP on its website. For

information about consulting opportunities with UNIDO, contact their
webmaster or program area specialists (who are listed on the website) via email
to request detailed information on how to identify consulting opportunities.

UNDP

(http://www.undp.org/toppages/undpjobs/index.html) Consultants

C4: Know how the NTDB can help

The National Trade Development Bank (NTDB) can be accessed for free at any
federal deposit library (typically at most universities) or on a subscription basis.
It provides trade leads from the United Nations system. A sample lead (July
1999) from the NTDB’s UN trade lead site is shown on next page.
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FF 07/30 DEMAND: [AE] Acitic Acid.

Source: LEADFF (United Nations free format)

Posted: 07-30-99 | 9907 | 990730 | PD9907 | PD990730

7/29/99 15:54 GMT

We required Acetic Acid please quote your best C&F Karachi prices as soon as
possible.

Contact: Mr. XXXX

Company: XXX General Trading

P. O. Box XXXX

Dubai, United Arab Emirates

email address

Phone: 00971-xxxx

Fax: 00971 -xxxx

This offer has been posted to UNTPDC by the Import-Export Bulletin Board System.

C5: Know who has been getting the money

Contact the webmasters at the UNDP and UNIDO websites and request
information on which firms have been successful bidders in prior procurements.

What steps are involved in the market research and

| . - .
planning process for Direct Exporters?

In the direct exporting approach, the manufacturer handles all aspects of the
exporting process from market research and planning to foreign distribution and
collections. This entails not only a significant commitment of management time
and attention, but also quite often, the advice and counsel of others such as the
DOC, state trade offices, freight forwarders, international banks, and other
service groups, and others who can help the exporter avoid common pitfalls.
Although direct exporting is more risky, its advantages include more control
over the export process, potentially higher profits, and closer relationships to the
overseas buyer and marketplace.

The research steps outlined below follow the format of The Country
Commercial Guides, available through the NTDB.

Step 1: Determine if you have an exportable product

Step 2: Determine target countries

Step 3: Identify the economic trends of the target countries
Step 4: Understand the political environment

Step 5: Understand marketing factors

Step 6: Identify leading sectors for U.S. exports and investment
Step 7: Understand trade regulations and standards

Step 8: Understand the investment climate

Step 9: Understand trade and project financing situation

Step 10: Know business travel environment
Step 11: Research economic and trade statistics
Step 12: Take advantage of market research and trade events
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STEP 1: Determine if you have an exportable product

The best way to determine whether or not a product will be favorably received
in a foreign market is to know if competitors are exporting the product. Census
data of import and export statistics, country market profiles, and other sources
of government data will allow a researcher to gain a strong working knowledge
of whether selected products are competitive in selected markets. If a product is
successful in the U.S., one strategy for export success may be a careful analysis
of why it sells domestically, followed by a selection of similar markets abroad.
This limits the requirement for product modification.

If a product is not new or unique, low-cost market research may already be
available to help assess its overseas market potential. In addition, international
trade statistics (available in many local libraries) can give a preliminary
indication of overseas markets for a particular product by showing where
similar or related products are already being sold in significant quantities. One
of the best sources for U.S. export-import statistics is the National Trade Data
Bank (NTDB), which can be accessed at many U.S. Department of Commerce
district offices across the country.

If a product is unique or has important features that are hard to duplicate abroad,
chances are probably good for finding an export market. For a unique product,
competition may be nonexistent or very slight, while demand may be quite high.
Finally, even if U.S. sales of a product are now declining, sizeable export
markets may exist, especially if the product once did well in the United States
but is now losing market share to more technically advanced products.
Countries that are less developed than the United States may not need state-of-
the-art technology and may be unable to afford the most sophisticated and
expensive products. Such markets may instead have a surprisingly healthy
demand for U.S. products that are older or that are considered obsolete by U.S.
market standards.
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STEP 2: Determine Target Countries

After utilizing market research resources identified above, follow these steps to
determine target countries:

= Examine trends for company products and factors that could influence
demand. Calculate overall consumption of the product and the amount
accounted for by imports. Industry Sector Analyses (ISAs), and country
marketing plans which are produced by the Commerce Department give
economic backgrounds and market trends for each country. Demographic
information (population, age, etc.) can be obtained from World Population
(Census) and Statistical Yearbook (United Nations).

= Utilize ISAs to identify sources of competition, including the extent of
domestic industry production and the major foreign countries the firm is
competing against in each targeted market. Look at each competitor’s U.S.
market share.

= Analyze factors affecting marketing and use of the product in each market,
such as end user sectors, channels of distribution, cultural factors, and
business practices. ISAs and the Comparison Shopping Service (CSS)
offered by the Commerce Department are useful.

= Identify any foreign barriers (tariff or nontariff) for the product being
imported into the country. Identify any U.S. barriers (such as export
controls) affecting exports to the country. Country information kits
produced by the Overseas Private Investment Corporation (OPIC) can also
be helpful.

= [dentify any U.S. or foreign government incentives to promote exporting
of the product or service.

STEP 3: Identify Economic Trends

For this step and subsequent steps, the approach taken in the Country
Commercial Guides (CCG), which are available on the NTDB, serves as a
model to use when assessing the market potential in target countries. The CCG
provides information on the economic, political, and market situation in each
country. The complete Country Commercial Guides are available on The
National Trade Data Bank (NTDB) on CD-ROM or through the Internet.
Please call 1- 800-STAT-USA for more information. CCGs can also be ordered
in hard copy or on diskette from the National Technical Information Service
(NTIS) at 1-800-553-NTIS.

The information provided in the CCG pursuant to identifying economic trends
includes:
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1. Major Trends and Outlook: The CCG provides information about real
economic growth rates, population growth rates, growth in the industrial,
service, and agricultural sectors, and information about macro economic factors
such as inflation and information on the government’s management of the
economy.

2. Principal Growth Sectors: This section provides information about growth
in leading sectors of the economy and information on new developments in
government initiatives to spur growth.

3. Government Role in the Economy: This section focuses on issues
pertaining to the extent of the government’s involvement in the economy.

4. Balance of Payments (BOP) Situation: This part of the guide reports
balance of payments data and analyzes changes in the BOP situation and
explains increases and decreases in imports and exports and their causes,
changes in net capital flows, and analyzes the foreign exchange situation.

5. Infrastructure Situation: This section provides information on major
infrastructure developments pertaining to roads, telecommunication and other
vital infrastructure and identifies new development that may have an impact on
the future infrastructure situation.

STEP 4: Understand the Political Environment

The CCG approach for helping firms understand the political environment
focuses on:

1. Nature of Political Relationship with the United States: provides
information about the historical and current political relationship between the
country and the U.S.

2. Major Political Issues Affecting Business Climate: identifies political
factors that affect the business climate such as government efforts to create a
positive enabling environment for business.

3. Brief Synopsis of Political System, Schedule for Elections, and
Orientation of Major Political Parties: provides information about existing
systems and analyzes prominent features of such systems.
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STEP 5: Understand marketing factors

The CCG approach for understanding marketing factors includes:

1. Distribution and Sales Channels: Identifies the channels of distribution
available to U.S. suppliers of goods and services in the country such as
wholesalers, retail outlets, and agents or distributors. Explains methods
suppliers typically use in the country such as selling directly to the government
or selling to indigenous associations. Identifies the most important trading
centers for U.S. products and the most populous areas of the country. Advises
exporters to consider the requirements of the product and potential market
before choosing a distribution channel.

2. Use of Agents/Distributors; Finding a Partner: Informs whether there are
laws requiring the retention of a local agent or distributors, and advises U.S.
firms on the advisability retaining business persons resident in the country to
market their products. Provides advice on the qualifications the agent or
distributor should possess and pitfalls to avoid in selecting agents and
distributors. In advising the U.S. firm to thoroughly check out the country
before proceeding, the Commercial Service advises that exporters may wish to
use its International Company Profile (ICP) service for checking the reputation,
reliability and financial status of a prospective trading partner. The information
is in the form of a confidential report and provides recommendations from
commercial officers at the U.S. Embassy on the suitability of the company as a
trading partner.

3. Franchising: Provides information on the level of development of the
franchising industry in the country and identifies constraints and opportunities
pertaining to its further development.

4. Direct Marketing: Provides information about the concentration of
wholesale establishments and retail outlets. Identifies how entities exist in the
market such as company headquarters, branch banking, supermarkets, specialty
shops, and provides information on strategies these entities have used in
business.

5. Joint Ventures/Licensing: Provides information on the legislative framework
for joint ventures and licensing and identifies the need for U.S. firms to
understand their responsibilities in each arrangement.

6. Steps to establishing an office: Identifies key organizations in the country
that can provide advice on setting up an office and identifies key provisions of
law that determine how to set up offices.

7. Selling Factors/Techniques: Provides information about historical
relationships that have existed between the country, the U.S., and other regions;
addresses issues of cultural preferences and protocol for selling; and provides
information on competition to U.S. firms selling in the country.
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8. Advertising and Trade Promotion: Identifies advertising agencies that exist
in the country and provides information about their readership and position in
the market; identifies major newspapers and business journals and provides
background information about their orientation and position in the market; also
provides information on radio and television stations and other points of sell
such as sale displays, billboards, and trade fairs. Provides insights about
packaging and environmental conditions that affect packaging.

9. Pricing Product: Discusses buying habits, availability of local sources of
credit and borrowing practices and their impact on product pricing strategies.
Discusses the advisability of extending various credit terms and informs that the
Commercial Service’s International Company Profile (ICP) program is available
to provide specific information on buyers from the country.

10. Sales Service/Customer Support: provides pertinent information about
sales and service expectations and customer support traditions in the country.

11. Selling to the Government: Identifies government entities that are
responsible for procurement, explains typical procurement practices—including
the requirement to pay to obtain bid documents, and identifies international
institutions that may be involved in financing the procurement.

12. Protecting your Product from IPR Infringement: explains whether and
how IPR are protected in law and whether the country is a member of the World
Intellectual Property Organization (WIPO) or other similarly concerned
organizations.

13. Need for a Local Attorney: advises whether it is necessary to consult a
lawyer pertaining to various aspects of doing business in the country. The
Commercial Service maintains a list of attorneys, which is available upon
request.

14. Performing Due Diligence/Checking Bona Fides of Banks/
Agents/Customers: advises on how to conduct due diligence.

STEP 6: Identify Leading Sectors for U.S. Exports and Investment

1. The CCG provides information on the best prospects for non-agricultural
goods and service exports to various countries. Taking the country of Ghana as
one example, the CCG provides the following information (July 1999):

1 - Electrical Power Systems

2 - Telecommunications Equipment

3 - Construction and Earth Moving Equipment

4 - Automobiles/Light Trucks/Vans

5 - Mining Industry Equipment

6 - Computers and Peripherals

7 - Food Processing and Packaging Equipment

8 - Hotel/Restaurant Equipment

9 - Travel and Tourism Services
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Detailed information is provided for each of the best prospect industry
segments. Using “electrical power systems” in Ghana as an example, the
following information was provided in the CCG as of July 1999:

Electrical power system (Ghana example)
Ghana, since the beginning of 1998, has been undergoing an
energy crisis as a result of the low level of water in the dam of its
hydroelectric plants that supply 80 percent of the nation's electric power.
Present demand deficit is about 600MW. GOG plans to double generating
capacity to 2600MW by 2001, primarily through gas-fired plants financed
by independent power producers. Capital investment by the utilities is
expected to help stimulate the market for generation, transmission, and
distribution equipment. The current power curtailment program had caused
a sharp increase in demand for electric generators for industries.
Uncertainty about the reliability of supply from the utilities would continue
to spur the demand for both new and used electric generators for
households and industries.

A similar approach is taken in the CCG to providing “best prospect”
information for agricultural products.

2. Significant investment opportunities are also identified in the CCG. Such
opportunities may come from recent privatization initiatives in the country, from
new planned major developments in infrastructure or other sectors, or from
historically productive sectors. The CCG identifies these trends and new
developments and provides information of the activities of American firms in
different sectors.

STEP 7: Understand Trade Regulations and Standards

The CCG approach for understanding trade regulations and standards
requirements includes:

1. Trade Barriers, including Tariffs, Non-Tariff Barriers and Import Taxes:

Commercial Barriers
The CCQG identifies existing commercial barriers such as those that
pertain to purchasing power, the land tenure system, the cost of
financing, foreign competition, bureaucracy, and other barriers.

Tariffs and Import Taxes
The CCG explains how goods are classified (by harmonized code, for
instance), and how taxes are assessed on the basis of weight, value,
volume, or other systems. The duty system is also explained. Special
requirements to make provision for foreign exchange availability are
also identified.
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2. Customs Valuation

The CCG explains the duty regime and how taxes are assessed and levied. Any
special requirements for price verification, through a pre-shipment inspection
system, are also discussed. In addition, the CCG provides information about:

= Regulatory agencies that are responsible for regulating business activities
= Detailed information about the import license system

= Information on quotas, if applicable

= Information on export controls, if applicable

= Detailed information on import/export documentation requirements

= Detailed information on temporary entry requirements

= Detailed information on labeling and marking requirements

= Information on prohibited imports

3. Standards

The CCG identifies authorities that are responsible for developing and
promulgating standards as well as ensuring the quality of goods imported into
the country. Information is provided on whether the country has adopted the
ISO 9000 series and other pertinent data on applicable standards.

4. Free Trade Zones/Warehouses

The CCG identifies whether any special Free Trade Zones or warehouse custom
regimes exist as a way of lowering the cost to firms that export from the
country. Relevant enabling legislation for these regimes is discussed, along
with the major benefits of the legislation.

5. Membership in Free Trade Arrangements

Membership in international and regional organizations is discussed and the
benefits that such membership affords U.S. exporters or investors are also
analyzed.

STEP 8: Understand Investment Climate

Understanding the investment climate may be relevant to the exporter if the
exporter is considering a partial assembly operation in a foreign country,
typically in a Foreign Trade Zone (FTZ).

1. Openness to Foreign Investment: Reviews provisions of any pertinent
investment acts or other legislation that provides the legal framework for foreign
investments. Identifies areas of differential treatment with regard to taxation, prices,
foreign exchange, imports, credit and other matters. Also identifies requirements, if
any, for minimum equity investment by foreigners, investment promotion agencies,
and investment opportunities pursuant to any privatization programs.
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2. Right to Private Ownership and Establishment: Provides information on
whether the laws of the country recognize the right of foreign and domestic private
entities to own and operate business enterprises and whether there is a positive
history in respect to acquiring and disposing of business interests.

3. Protection of property rights: Discusses the protection of both physical property
and the basis in law for such protection and intellectual property rights and its legal
foundations.

4. Incentives: Identifies the basis in law for providing investment incentives such as
tax holidays, capital allowances, locational incentives and other inducements.

5. Transparency of the Regulatory System: Identifies measures to deregulate and
liberalize the economy.

6. Corruption: Identifies the types of corruption that have been reported and the
legal remedies to fight against it.

7. Labor: Addresses the issue of availability of labor and key provisions in the
Labor Code that affects the hiring, remuneration, and disposition of workers.

8. Efficient Capital Markets and Portfolio Investment: Discusses degree of
confidence in the financial sector, interest rates, and recent developments in the
banking and non-banking sectors and on the stock exchange.

9. Conversion and Transfer Policies: Identifies whether there are any restrictions
on the conversion and transfer of funds or problems that limit access to foreign
currency.

10. Expropriation and Compensation: Identifies laws that guarantee protection
and compensation, and comments on the experience of American firms in this
regard.

11. Dispute Settlement, including Enforcement of Foreign Arbitral Awards:
Discusses whether there have been any significant investment disputes in recent
years involving U.S. or other foreign investors. Explains how the legal system of the
country, or participation in international agreements, provides a foundation for
dispute settlement and arbitral awards.

12. Political Violence (as it may affect investment): Provides insights on whether
the country offers a relatively stable and predictable political environment for
American investors and whether there are indications that the level of political risk
in the country will change markedly over the near term.

13. Bilateral Investment Agreements: Identifies major outstanding bilateral
agreements the country has with various trading partners.

14. OPIC and other Investment Insurance Programs: Identifies whether such
programs as OPIC, the International Finance Corporation, regional facilities of
the World Bank, MIGA, EXIM, and others provide insurance coverage to

the country.
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STEP 9: Understand Trade and Project Financing Situation

1. The Banking System: CCG information analyzes developments in the
banking and non-banking sectors, as well as developments in the stock
exchange, if applicable.

2. Foreign Exchange Controls Affecting Trade: The CCG identifies and
discusses developments concerning the foreign exchange policy regime.

3. General Availability of Financing: The CCG analyzes the financing situation
and discusses approaches that have been taken to meet financing needs.

4. How to Finance Exports/Methods of Payment: The CCG reviews trade
finance instruments such as Letters of Credit and provides advice on the
advisability of various payments and financing methods.

5. Types of Export Financing and Insurance Available (Bilateral,
Multilateral and Local Sources): The CCG identifies the types of financing
and insurance that are available.

STEP 10: Know Business Travel Situation

The basic information businesspeople should know pertaining to travel in the
country to investigate business opportunities is provided in the CCG.

STEP 11: Research Economic and Trade Statistics

1. Country Data: The CCG provides information on geography, population,
growth rates, religions, government, languages, work habits, and time zones.

2. Domestic Economy: The CCG provides information on the GDP, real growth

rates, GDP per capita, government spending, inflation, unemployment, exports
and imports, and other macro economic indicators.

STEP 12: Take advantage of market research and trade events

Historical market reports are available on the NTDB, as well as information
about upcoming trade events and about U.S. Embassy contacts.

The next chapter discusses the detailed export planning process.

m U.S. Department of Commerce



Chapter 2: Ways of Entering the Export Arena

APPENDIX A

A NTDB PRIMER ON DOING
BUSINESS WITH MDBs

U.S. companies interested in doing business with the Multilateral Development
Banks (MDBs) for the first time sometimes have questions. The following is a
short primer on doing business with the MDBs.

1. Learn how the MDBs work. Familiarize yourself with basic printed materials
such as the Bank’s organization chart, Bank officer telephone lists, and handouts
about the MDBs, and the procurement process. Consulting and engineering
design firms should study the “Guideline for Use of Consultants.” Suppliers of
equipment and contractors should go through the “Rules for Procurement of
Goods and Services.”

2. Become familiar with the role of the Bank and the role of the borrower:

a. The borrower, or borrowing agency, implements or executes

the project and is frequently the originator of a project. It may be a ministry,
a government corporation, or an agency or utility authority under a ministry.
The borrower makes the key decisions throughout the project cycle,
including recommendations on awarding contracts for engineering, design,
project management, works construction, and purchase of capital goods.

b. The Bank monitors the process and the selections made at
each stage to ensure that rules and procedures are followed and the
decisions are transparent.

3. Determine if your company’s equipment or services are needed in MDB
projects. You can do this by checking several information resources:

a. Quarterly Operational Summary of the MDBs: This lists

projects recently approved and projects which will be presented to the
Board in the next few weeks or months, i.e. current projects. It provides the
name of the borrowing agency, gives a brief description of the project and
the loan amount, indicates whether consultancy services will be required,
and gives the Board presentation date.

b. Project Briefs: These are usually two to three pages and
provide general information on the borrower, project description, and goods
and services to be procured.
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c. Project Appraisal Reports: These reports provide the

framework for implementation of a project, including a detailed
implementation schedule and list of services and commodities to be
procured. Interested firms can obtain a copy of an appraisal report
once the project has been approved by the MDBs’ Board of Directors.

[NOTE: The Quarterly Operational Summary, Project Briefs, and Project
Appraisal Reports are available through MDBO.]

d. General Procurement Notices and Tender Notices (invitations

to bid): These are published in the publication UN Development Business, in
international trade magazines, and in national newspapers in the borrowing
countries. General Procurement Notices announce the approval of a project
and give general information on the nature of goods and services to be
procured. General Procurement Notices are a way for companies to find out
more about a project’s procurement opportunities and pursue
prequalification for bidding through the listed executing agency. Tender
Notices list the items to be procured for a project, information on where to
purchase bid documents, and the deadlines and addresses for submitting
proposals.

4. Introduce your company to the MDBs and its borrowers. The MDBO can
furnish copies of MDB staff lists which provides names of MDB officers by
operational departments, and telephone and fax numbers.

For consultants:

a. Register with the Bank. The DACON form goes to the Central
Projects Departme